JUNE 12, 1961; FIFTY CENTS 


Television Age 


= any good movies lately? The new tv feature market 


olas square off on television for a big drinking battle 





ost timebuyers could be creative people, but are they? PAGE 42 





ONLY DENVER TV STATION 
WHERE YOU CAN REACH | 
EVERY SEGMENT OF THE MARKET! | 


MINUTE SPOTS x 4 Ve 


ONLY DENVER TV STATION 
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Even at 60 mph 

we get studio-quality 
pictures—with 

RCA TV TAPE!” 


—says Henry Alexander, President 
VIDEO TAPE UNLIMITED 
New York City 














“In the studio or on the road, our picture quality is consistently 
tops—we’re ready to shoot anything with RCA TV Tape Equip- 
ment. We’ve used our mobile Recorders under all conditions— 
yet we get studio-quality pictures every time. Clients rave about 
the lifelike quality of our tapes!”’ 


The mammoth 40-foot mobile unit pictured here can make studio- 
quality tapes while traveling at 60 miles per hour. Designed and 
equipped by RCA for Video Tape Unlimited, it includes four 
cameras, two TV tape recorders, switching and special effects, and 
control equipment. Specially-designed platforms at front and rear 
of the bus carry two cameramen. Cameras also may be set up on 
the roof so that shooting is possible from any vantage point. Com- 
pletely self-contained—this mobile unit has everything a well- 
equipped TV unit should have—including power generator. 
Why is RCA equipment the big choice among producers and 
broadcasters who demand the very best? There are several reasons: 


RCA TV Systems are matched—electrically and mechanically. 
RCA makes it practicable to get everything from a single, reliable 
source. RCA equipment uses easy-to-find tube types, standard 
parts. RCA equipment is designed, built, and operated in accord- 
ance with proved broadcast procedure. And RCA equipment is 
backed up by top engineering counsel and service everywhere. 

See your RCA Representative or write to RCA, Broadcast and 
Television Equipment, Dept. WB-278, Building 15-5, Camden, N. J. 
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“‘ECHO,”’ the satellite balloon that will someday make a global television 
communication system a reality, is a product of the Northwest, an area of 
ideas. The rocket that placed ECHO in its orbit among the stars was guided 
to its destination by an electronic system designed by still another firm in 
the Northwest area of ideas. 


This area has now, and is constantly attracting, a wide variety of industry 
that has placed its future in space. These industries are continually creating 
new jobs for more and more people. It is these new industries, plus the con- 
ventional earth-bound firms, that make this area one of the richest in the 
nation. Here the average family income is $6328, with a total effective buying 
income of $5,358,994,000. 


This is the rich area of ideas that is served by WCCO Television. 


ECHO “SATELLOON”’ PROTOTYPE 
Manufactured by G. T. Schjeldahl Company 
Northfield, Minnesota 


SOURCE: SALES MANAGEMENT SURVEY OF BUYING POWER—1961 





WC 
for 

kid: 
rigk 
to fx 
cap 


Nat: 


Tele 
Anc 
evel 


It i 
Goo 





















wcco, 
for all age groups, for women, for men, sportsma = 
kids and, of course, the well informed. Ideas as 3 
right balance between network and local offé 
to program taste, to the selling of a product. Ides 


capture the imagination of the viewers. It is th 
nation and idea programming that has given WCO 


too, deals in ideas. Ideas in programs= 


Television a 43% yearly average share of the audience 
And, WCCO has dominated the share of the audi 
ever since Nielsen has been surveying the market. — 


It is ideas that make WCCO theDifference Betwe 
Good and Great in Minneapolis, St. Paul Television 
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AT LEFT, NEWSROOM, 
where the staff of twenty 
full-time newsmen puts 
exceptional care into the 
editing and rewrite of 
Channel 6 newscasts. 


BELOW, THREE LEADING 
midwest news personalities. 
From left, Jack Payne, 
sports; Ray Clark, news; 
Chuck Thomas, weather. 
These men have teamed 
together over ten years on 
10. p.m. News of WOW-TV. 





Giving depth to News = ae € = 
at WOW-TV, Omaha x 


8 NEWS TICKERS, 

an installation unusual 

in scope for any station, 
provide 24-hour coverage. 





Prime example of the programming through 
which creative talent and community leadership 


“Our news-coverage is planned with 
one goal in mind—to be the most 


are continually building new vision into Tele- comprehensive that men, money and 


facilities can bring to the people we 


FRANK P. FOGARTY 
Vice Pres. & General Mer. 
Station WOW-TV 


2 ° serve. Result: our three-state area 
vision on stations represented by BL AIR WV cm wna’ allan a oun 
— WOW-TV newscast. Naturally we're 

happy that viewers value our news so 

highly—also that advertisers do, too.” 
























Leadership, with Reason 


In television there are two sides to a 
standout news operation: First, getting 
the news. Then, presenting it. 

On both sides WOW-TV has a prize- 
winning record, year after year. Its news- 
gathering starts with the complete four- 
wire UPI service, combined with three 
AP wires to give full perspective on 
world, national and regional events. 

To these the station adds UPI fac- 
simile, plus a special weather-wire, plus 
instantaneous. videotape from CBS 
(Omaha’s only station with videotape). 

Five newsmobiles, and six monitors 
connected with city, county and state 
safety headquarters, backed up by 110 
regional correspondents, give on-the-spot 
reportorial coverage of the station’s 
entire area. 

In news-presentation, these myriad 
sources provide the station’s 20-man 
news staff with a wealth of material that 
keeps Nebraska, Iowa and Missouri 
families abreast of the news, and well- 
informed on its significance. 

In addition to many previous citations 
WOW-TV has just received the Gold 
Frame Award of the Omaha RT Coun- 
cil, for “outstanding contributions to 
broadcasting” in news programs. Over 
400 persons and 33 organizations par- 
ticipated in award-balloting. 

To Blair-TV, community-leadership 
in news and other local productions by 
great stations like WOW-TV is a con- 
stant source of inspiration. We are proud 
to serve more than a score of such 
stations in national sales. 


BLAIR-TV 


Televisions’s first exclusive 
national representative, serving: 


WABC-TV —New York 
W-TEN-—Albany-Schenectady-Troy 
WFBG-TV-—Altoona-Jonnstown 
WNBF-TV—Binghamton 
WHDH-TV—Boston 
WBKB-Chicago 
WCPO-TV—Cincinnati 
WEWS-—Cleveland 
WBNS-TV—Columbus 

KTVT —Dallas-Ft. Worth 
WXYZ-TV—Detroit 
KFRE-TV—Fresno 
WNHC-TV-—Hartford-New Haven 
WJIM-TV—Lansing 

KTTV—Los Angeles 
WMCT—Memphis 
WDSU-TV—New Orleans 
WOW-TV—Omaha 
WFIL-TV—Philadelphia 
WIiC—Pittsburgh 
KGW-TV—Portland 
WPRO-TV—Providence 
KGO-TV-—San Francisco 
KING-TV-—Seattle-Tacoma 
KTVI—St. Louis 
WFLA-TV—Tampa-St. Petersburg 
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‘‘When a medium controls as large a segment of the 
advertising dollar as today’s television, an advertising 
agency has to keep in touch with what’s going on con- 
stantly. And this is not an easy job when a business 


has “snowballed” the way television has. | 


A publication that is a specialist in this field can perform 
an invaluable service. But to do this it must not only 
“stand watch” ’round the clock but it must have a keen 


business eye that spots trends and is able to beat the clock. 


I spotted this ability in Television Age from its first 
pioneering days. This is the publication I can always 
depend on to be right there—or better still—just a little 


bit ahead.”’ 


DONALD B. NATHANSON 


President, North Advertising, Inc. 


Television Age 


June 12, 1961, Television Age 






































STEINMAN ST 


ATION 


yh S 








Channel & 


Lancaster, Pa. 
NBC and CBS 








10 June 12, 1961, Television Age 


Letter from the Publisher 


Television Minor League 

An old plaint—where are our new creative people going to 
come from?—was voiced recently by Henry Schachte, executive 
vice president of Lever Bros. And, to his credit in these days when 
few helpful suggestions are made, he had an answer: develop a 
sort of television minor league, where the sliders, stolen bases and 
double plays of writing, directing and acting are learned and per- 
fected. In brief, develop a native-to-tv art form, as the cinema is 
cinematic, the theatre theatrical. 

We're all for native things, A and B league and that undis- 
covered talent in Ensign, Kansas. We agree that every effort must 
be made to encourage and to develop new talent, to maintain a 
reservoir of skilled and able people. But it is to be hoped that all 
parties—advertisers, station owners, network officials and tv critics 
—understand that there is no one way of developing people in 
such an ephemeral field of endeavor as the creative arts. Some- 
times the times are against it, tastes change from year to year, 
from region to region. 

Television is not baseball, where most clubs are so mindful of 
developing new talent that they are always thinking three and 
four years ahead. A creative person—as opposed to a shortstop— 
Fas to be brought along in special ways, and, in the last analysis, 
really can’t be taught very much. Which is only to say that there 
is no formula for developing talent in tv, a sentiment with which 
we are sure Mr. Schachte would agree. 

His proposal (see Newsfront, page 28), despite its occasional 
naivete, has real merit. It offers the station owner another way of 
serving his community through the utilization of small theatre 
groups, amateur theatricals and the like. The local tv station is 
a natural place for them to go, assuming the economics do not 
make it prohibitive. And from these stations may come tomorrow’s 
television talent, unknown and indifferent to either Broadway or 
Hollywood. 

In his address Mr. Schachte took pains to reject the idea that 
tv is downgrading America’s culture. He quoted from an article 
by Max Wylie that appeared in this magazine on March 20 which 
noted (among many other things) that seven novels among the top 
15 best sellers of the past 66 years were written by Mickey Spillane. 
Mr. Schachte also rejected the too-much-violence argument, again 
using Mr. Wylie’s reasoning. The Lever Bros. executive is for 
more professionalism and more talent in television. 

He might have noted that if television is downgrading our cul- 
ture then the Broadway theatre must be burying it. All the creative 
arts must be suffering badly and the country headed for ruin 
when this year’s Pulitzer Prize and Drama Critic’s Award went 
to All the Way Home, which was written by a television writer— 
Tad Mosel. And saved an almost immediate closing, incidentally, 
by an on-the-air plea from Ed Sullivan. 

Television will ultimately develop into a full art form. It has 
had its great moments in the past and will have them again. A 
talent-development program is a good step in the right direction. 
We suspect, as we always have, that the sheer battle for recogni- 
tion, the rewards of big money will insure, as they generally have 


in the past, a reservoir of talent. 
ce 4 













































sensational 


new series... 


— 


STARRING 


LARRY PENNELL 


as Ted McKeever 
WITH 


KEN CURTIS 


as Jim Buckley 


ZIV-UA's 


ANYWHERE . . . 
READY FOR ACTION! 


Breath-taking stories 
of man’s most 


incredible experience... 


Human flight 
WITHOUT 
WINGS! 





Meet the pioneers alo 
new frontier .. . advent 
in today’s most mode 
businesses, parachutis' 
hire! ‘“‘RIPCORD” is @ 
story. On missions of ret 
and survival, law enfe 
ment and dedicated se 
Yours to sponsor... 
never before in a TV 


Meet the pioneers along a 
new frontier . . . adventurers 
in today’s most modern of 
businesses, parachutists for 
hire! ‘“‘RIPCORD”’ is their 
story. On missions of rescue 
and survival, law enforce- 
ment and dedicated service. 
Yours to sponsor... thrills 
never before in a TV series. 


ZOOMING OUT OF THE SKIES... 
A new breed of heroes who go 
where no one else dares go.. . 
help when no one else can help! 


FOR US, THE SKY 
ISN’T THE LIMIT, 
IT’S ONLY THE 
BEGINNING. 
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IN A BREATH-TAKING 
NEW SERIES FROM 


Z\V-UA! 


HERE’S HOW 
‘“RIPCORD’S” 


AMAZING 
SKYDIVING 


b} 0 18] 3 [ol S— 


WERE 
FILMED! 


This is what you'd see if ordinary 
cameras in fixed positions were used. 
They can't capture clearly on film 
objects moving past at 130 miles an 
hour! 









When skydivers jump, 


they plummet thru 


space at nearly 200 


feet every second! 
Dropping at the 
same rate of speed 
as McKeever and 


Buckley, our photog- 


rapher captures in 
sharp detail the 


apparently effortless 


grace with which 


“RIPCORD’S” heroes 


carry out intricate 


maneuvers in space. 


But in “‘RIPCORD,'’ this is the kind 
of clear action close-up you'll see 
Hollywood said it was impossible to 
show skydivers in action — but 
**RIPCORD'S"’ producers whipped the 
problem. 











va 


Special equipment was developed. A 
camera was mounted atop a jump 
helmet . . . connected by cable to an 
on-off switch fastened to the camera falling through space at the same 
man’s glove . . aimed thru cross- rate of speed as the daring heroes 
hairs etched on a goggle lens. of ‘‘RIPCORD!’’ 


This is the picture your TV screen will 
show—bright, sharp, in focus—te 
cause it was taken by a cameraman 
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Anytime 
is choice 
time on 
KTVE 


channel 
10 


To buy these choice 


times—call your Bolling 


man—or see your 
Clarke-Brown Representative 
in the South! 


Choice time to reach 
ever 163,500 tv 
homes at low CPM 
choice time to sell 
the 700,000 persons 
in the prosperous 
oil and timber 
area who regularly 
enjoy the top NBC- 
ABC programs on 
Channel 10. 


JOHN B. SOELL 


Vice President-General Manager 


El Dorado, Arkansas 


Monroe, Louisiana 
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Women Are Wonderful. 


Ann Colone’s a Woman. 
Ann Colone’s Wonderful. 


If there’s a misogynist in the house, our 
authority for the major premise, Women Are 
Wonderful, is TV Radio Mirror, which made 
the comment while giving WANE-TV’s Ann 
Colone its gold medal award for “Best TV 
Women’s Interest Show— Midwest States.” 


The minor premise (minor only in formal 
logic terms) is axiomatic. Ann’s a most at- 
tractive, vivacious, witty and entertaining lady. 


The conclusion, shared by viewers, visitors 
and vendors alike, is inescapable. She’s won- 
derful in providing everything from exercise 
gymnastics to festive cooking hints, from para- 
keet keepers to parachute jumpers, from the 
Dukes of Dixieland (in person) to the Chief 
of the Congolese Lunda tribe (in person). 
And there’s always time to discuss and help 
community activities. 


The Ann Colone Show is one-o’clock watch- 
ing five days a week for large numbers of the 
ladies of Fort Wayne and vicinity, reaching 
about 60% and 100% more homes, respec- 
tively, than competing network programs; 
adult ladies comprise 74% of its audience. 


All Corinthian stations create programs 
which, like the Ann Colone Show, meet local 
and regional tastes. This encourages local 
talent, builds viewer respect and helps make 
friendly prospects for advertisers. 
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KOTV 
TULSA 


KHOU-TV 
Houston 


KXTV 
SACRAMENTO 


WANE-TV 
Fort WAYNE 


WISH-TV 
INDIANAPOLIS 


WANE-AM 
Fort WAYNE 


WISH-AM 
INDIANAPOLIS 


Represented by H-R 
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to the 
Editor 





FCC Issue 

. . . | was so impressed with your 
May 1, 1961, issue that I thought I 
should write and let you know how 
pleased I was. 
It is a very good research job, and 
I am going to keep it in my files as 
background material for speeches to 

non-breadcasters. 
Rosert E. Lee 
Commissioner 
Federal Communications 
Commission 


Washington, D.C. 


On Allocations 

May I commend your publisher, 
Mr. Sol Paul, for his recent editorial 
(Letter from the Publisher, Tv AcE, 
April 17). He states, in the simplest 
terms I have yet seen, the fact that 
neither the quality nor the service of 
the television industry can be im- 
proved by the wholesale addition of 
a few thousand more stations. ‘The 
experience of the radio industry over 
the last 20 years should be sufficient 
evidence to confirm this judgment. 

Yet this fantasy persists and haunts 
every television broadcaster as he 
makes his long-range plans to serve 
his public. Shall he build a new 
building to the dimensions of the 
better service that he plans to render 
to his community? Shall he make 
heavy investment in new equipment 
that will take years to pay off? These 
decisions are confronting us daily 
because the challenge of ever better 
service also confronts us daily. 

In spite of the uncertainty, these 
decisions have been made in the 
affirmative all over the nation. This 
should indicate to all who would see 
that the broadcaster’s primary dedi- 
cation is to full service in his area. 
It is ironic, therefore, that his posi- 
tion opposing wholesale allocation 
changes is often dismissed airily in 
important quarters as the reactions 
of monopolistic entrenched interests 





as they try to avoid further competi- 
tion. 

Candidly, we do not favor compe- 
tition, but we are motivated by hard- 
rock experience with the rising costs 
of doing a good job rather than by 
simple greed. Doing a good job in 
television is more costly than it was 
in radio, and the simple logic of 
arithmetic determines that if tele- 
vision revenue were split 10 ways in 
a town rather than three or four, the 
performance of the existing stations 
would be degraded, and the added 
seven could never make up the differ- 
ence. 

Wittarp E. WaAcsripce 
General Manager 
KTRK-TV Houston 


Tv at the Plaza 

The comments concerning the 
Plaza’s installation of a master an- 
tenna and the purchase of television 
sets for guest bedrooms and suites, 
which appeared in your magazine 
(In Camera, Tv AGE, May 15), are 
before me. 

While we appreciate the fact that 
you have written about us in your 
fine publication, we think you took 
some liberties when you wrote, “the 
hotel’s vice president and general 
manager, Neal Lang, in tones of deep 
disappointment, made the announce- 
ment . . .” I was not disappointed 
when it became apparent that tele- 
vision was important at the Plaza. | 
was, however, rather surprised. We 
were happy to make the best possible 
television reception available for our 
valued Plaza guests as long as they 
wanted it. 

Normally, I am a reasonably ana- 
lytical individual, but I, find it diffi- 
cult to establish what you were trying 
to imply in the third paragraph of 
the article. 

Perhaps you can be persuaded to 
explain your remark, “they [the new- 
ly bought sets] will complement 160 
sets now distributed among the hos- 
telry’s 945 rooms, for what must be 
presumed was its less discriminating, 


less elegant clientele.” 


NEAL LANG 

Vice President and General Manager 
The Plaza 

New York City 
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TV commercials 


TODAY! 


\ ~ 


“Real-life” presence is the new TV look achieved by today’s 
commercials using “ScotcH” BRAND Video Tape. Until now, the 
home-viewer’s picture has been an ingenious compromise — an 


optical medium shown on an electronic screen. 


Not so with tape! ““Scorcn” BRAND Video Tape offers complete 
compatibility of picture source and picture—both electronic— 
with a greatly expanded gray scale for gradual transitions from 
absolute black to absolute white. In addition, tape eliminates 
jitter, provides excellent sound quality and an “unlimited” number 
of special effects. It all adds up to cleaner, crisper originals of 
unsurpassed quality . . . with exceptional Video Tape duplicates 
and kines from master tapes. 

“ScoTcn” is a registered trademark of 3M Company. © 1961, 3M Co. 
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FOR THAT “LIVE” LOOK, TAPE IT... 


on SCOTCH? BRAND Live-Action Video Tape! 


Tape has many advantages—for advertiser, agency, producer. 
Playback is immediate, serious goofs can be remedied at once by 
retakes. Special effects are made instantaneously . . . no lab work 
and waiting. Costs are competitive, savings gratifying. 

Tape is easy to work with, no mystery . . . talented specialists 
are available to help you. Prove it to yourself! 
Send your next TV storyboard to your local tape S&S 






producer for an estimate that will surprise you 
—at no cost or obligation. 

Write for the new brochure, “The Show is on 
Video Tape” —a case history of six commercial 
tapings. Enclose 25¢ to: 3M Co., Box 3500, 
St Paul 6, Minn. 
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Viewing Decline Halted? 

That “decline” in tv usage studied by Lever Bros. and 
other interested parties appears to have been reversed, 
accordmg to April figures from A. C. Nielsen Co. The 
number of homes using tv per average minute for each 
hour, April ’61 over April ’60, was: 7-8 p.m., 25,888 to 
25,176; 8-9 p.m., 29,687 to 28,973; 9-10 p.m., 30,344 to 
29,289, and 10-11 p.m., 24,950 to 23,684. While one 
month’s data cannot be guaranteed to indicate ever- 
widening audiences for television, the numbers were held 
to be “highly encouraging.” 


Looking at Life 

The long-awaited revamped Life, which made its ap- 
pearance on the newsstands early this month, is reported 
to be causing rumblings at a number of top agencies’ 
media departments. The reason? Solid blocks of ads, one 
running 1514 pages at the front of the first new issue, 
which make it easy for a reader to skip over an im- 
portant (to the advertiser) message buried in the middle 
of the block. Said one tv executive, “As far as we're con- 
cerned, the magazine’s doing a great job to help us refute 
charges of overcommercialization.” 


Sales Staffs Quartered 

Macy’s isn’t telling Gimbels, but the word is that the 
big feature distributors, caught between paying higher 
prices for feature films and the necessity to make one 
sales call count for as many sales as possible, have cut 
their sales staffs to the point where less than one man is 
left for every four who were out selling in the halcyon 
days four and five years ago. 


Business Sunday School in Recess 

American Business Briefing, an hour-long newsbeat for 
businessmen, has been scheduled for Sunday 12:30 p.m. 
airing on ABC-TV starting Oct. 29—but the announce- 
ment may be premature. Producer Screen Gems has noth- 
ing firmed up for the show as yet, except a pocketful of 
tentative sponsors. 


More Shows on the Way From Overseas 

Next television program imports under the CBS Tele- 
vision Stations Division international exchange agreement 
will come from Japan, Italy and Sweden. Five hour-long 
shows were confirmed earlier, three from Canada and two 
(both of them original dramas) from Australia. They 
commence on the five CBS-owned outlets within the next 
two weeks. These, and others to come, are being ex- 
changed for wcss-tv New York’s The American Musical 
Theatre. 


Knockout Pilot by Knockout Productions 
Sugar Ray Robinson has completed a pilot for a half- 
hour series called Training Day With Sugar Ray, aimed 


wars so somo na soos | CJE-SCOPe 






at children from age eight to 16, with hopes for a Satur- 
day-afternoon spot. Strong network interest is expected in 
view of complementary qualities of show to teen news 
shows. Producer: Knockout Productions, newly formed 
for the venture. 


Good . . . But Good Enough? 

At Ben Sackheim, Inc., and Peter Pan Foundations, 
Inc., they’re studiously poring over the results of an hour- 
long special the bra maker ran late last month in 24 
markets on a spot basis. The program, according to 
Trendex and an agency spokesman, hit a 10 rating and a 
24 share-of-audience for the markets as a whole. With 
time costs of about $35,000 and several hundred thousand 
dollars expended for the documentary, Legend of Valen- 
tino, and for promotion, it’s understood there’s some 
dissatisfaction with the scores. Certain markets which 
helped to lower the over-all ratings are being looked into 
with an eye toward eliminating similar areas from a list 
of additional markets in which the show might run. 


Syndication Sleepers Stir 

Syndicators are springing their little and big surprise 
packages—the stuff they’ve been sitting on and afraid to 
talk about because the market was so soft. Ziv-UA, 
which recently let go King of Diamonds and Ripcord, is 
sitting on a half-dozen more. Screen Gems has just 
popped Shannon, starring an insurance investigator, after 
first assuring itself of two big regional sponsors. 


Curlers Coming 

With Wilson Products Co.—through KHCC&A, New 
York—having moved into a number of major markets 
with spot schedules for its Sleep-Ease hair-curlers (see 
Spot Report, May 29), a competitor reportedly is look- 
ing spot-ward, following a pitch from its agency. While 
both client and agency are requesting “no names please” 
pending finalization of plans, things are far enough along 
so that a filmed commercial has been completed. 


New Pattern for Kaiser 

Kaiser Industries is curtailing its tv budget an esti- 
mated 30 per cent next season, though continuing part 
sponsorship of Maverick and the upcoming Follow the 
Sun series, both Sunday night on ABC-TV. Total outlay 
will be approximately $5 million. Kaiser is also trying 
out a new sponsorship pattern in the apparent belief that 
a program loses rather than gains audience towards the 
end of the year. On Follow the Sun the company is buy- 
ing 75 per cent of the first 13 weeks, but only 50 per cent 
of the next 39. On Maverick, which will have only 13 new 
episodes produced for next season, the remainder being 
re-runs, Kaiser is buying all of the initial program, two 
one-minute spots on the next 12 and only a single spot 
each on the remaining 20 scheduled hours. 
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Radio studio. Show in progress. Sales reception room. 


- Color studio. Show rehearsal. 
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The WGN 
Mid-America Broadcast Center 


finest in the nation 


The only broadcasting center conceived, de- 
signed and built for color—WGN’s new, ultra- 
modern studios offer clients a total service. 
There are three complete color studios, con- 
taining every facility for the production of 
color programs, from ID commercials to hour- 
long musicals. And a mobile, remote-color- 
unit covers any news break, sports event or 
other program in any part of Chicago or its 
suburbs. WGN’s remote color facility is one 
of only two in the entire country! 

In addition to color . . . the exciting WGN 
Broadcast Center is the finest, best equipped 
broadcast plant in the land. Its facilities— 
including a turntable stage for automobile 
commercials —are unparalleled anywhere in 
radio and television, in audio and video tap- 
ing and in all other related services. 


Owned and operated by Chicagoans, this 
great new WGN ‘‘color house”’ is dedicated 
to rendering greater service to all Chicago- 
land—to advertisers, and to their agencies. 


WGN 
Radio and 
Television 


2501 Bradley Place, Chicago 18, Illinois 
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: Why is approximately 80% of the ° 
. local TV money in the Des Moines : 
market invested on KRNT-TV? 
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> KRNT-TV makes 
- cash registers ring! 








The quality of our quantity of audience is 
apparent to local advertisers who live here and 
who must prosper here. Their cash register 
must ring — they have no alibis! Their cash 
register is their copy tester! 


The believability of the exclusive KRNT-TV 
personalities (we have more than all other 
stations) is shown by the cash register and by the 
Central Surveys. 


Month after month, year after year, 
KRNT-TV ratings are high. Highest 
Newscast ratings in the nation! Highest 
sportscast ratings! Highest local personality 
ratings! 


If you want to find out more about this 
unusual station, we suggest you check any 
business man in your line of work in Des 
Moines. Ask him about KRNT-TV. You. too, 
can get outstanding results by advertising 
ee 


KRNT ch. 8 TELEVISION 


DES MOINES, IOWA 
An Operation of Cowles Magazines and Broadcasting, Inc. 
. and represented by The Katz Agency, Inc. 
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Business barometer 


National spot business dropped in April, a not unusual course for the month. The 
totals for this division of television billings were 3.2 per cent under thos 
in March, but showed a rise of 6.3 per cent over those for April 1960. 





The 3.2-per-cent decrease was the second largest for the month recorded during th 
seven-year period in which the Business Barometer survey has been reported by 
TV AGE. The dip was exceeded only by a loss of 4.4 per cent a year ago. 





Unlike March, traditionally an 
upbeat period for spot 
as evidenced by the fact 
that since the inception 
of Business Barometer 
reports in 1954 this 
category has never shown 
a drop in March totals, 
April has been an in- 
and-out month for spot 


hneinac 
business. 





NATIONAL SPOT 





{ month-to-month and year-to-year comparison 


Apr. May June July Aug Sept. Oct Nov Dec. dan Feb Mar Apr 00 
2h 
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The record reveals that na- 
tional*spot billings in 
April gained 0.3 per 
cent in 1954 and 0.5 per 
cent in 1955, but were 
off 3 per cent in 1956, 
0.7 per cent in 1957 and 
5.4 per cent in 1958. 
The gain in 1959 of 2.1 
per cent was the biggest 
reported for the period. 
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The advance of 6.3 per cent in 
spot business for April 
1961 over billings of a 
year earlier may be 
compared with a 7.8-psr- 
cent rise for that month in 1960 over April 1959 and a 23.6-per-cent gain 
the fourth month of 1959 over the same period in 1958. 








130 


Solid line represents past 12 months; dotted line. a vear earlier. 


The figures would seem to indicate that national spot has been going through a 
leveling-off period. Whether the decline reported in April will continue 
May is a matter for conjecture, inasmuch as May is more often than not a month 
in which spot billings show an increase. 











An analysis of spot over the first third of this year as compared with the same span 
in 1960 shows second- and third-month advances and first- and fourth-month 
losses in both years. The average increase for February-March '60 was 15.9 per 
cent, as against an average 6.6 per cent for that period this year. The 
average January-April drops were 7.5 and 3 per cent, respectively. 





Business Barometer reports on local billings for April will be published in the June 
26th issue of TELEVISION AGE, and those for network business during that month 
will appear in the magazine on July 10. 





(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations im all income and geographical categories. injorma- 
tion is tabulated by Dun & Bradstreet.) 
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BUY THE BIG 





eet LV/TV ’ 


CHECK THESE BIG 3 REASONS... 


@ LAS VEGAS TELEVISION COVERS THE BIG LAS VEGAS AREA MARKET... . TV homes outnumber 
circulation of the largest printed medium by over 50% ! 


@ LAS VEGAS VIEWERS VIEW MORE .. . 7.36 hours per household daily versus national average 
of 6.20 hours.* 


@ LAS VEGAS VIEWERS BUY MORE .. . $8027 retail sales per household last year against a national 
average of $4117 . . . almost double the buying power ! 
SPEND YOUR TV DOLLAR FOR MAXIMUM RESULTS . . . cash in on one of the nation’s richest 
markets . . . the Big Las Vegas Area . . . buy LV/TV! 





- Weed TV Corp. Forjoe-TV, Inc. 


* Figures from an independent source .. . for the year ending January 1, 1960. 
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Monitoring: is Big Brother watching you? .....- page 25 
Spot activity slackens in first quarter _...........-. page 25 
For tv, another scolding, a helpful hint -......... page 28 


Affidavits, True or —? 

“It is quite unique in the advertis- 
ing field for a buyer to have to de- 
pend on the seller's word that a 
contract was being fulfilled, and to 
have no direct means of control or 
proof of actual performance.” The 
speaker was William E. (Pete) 
Matthews, Young & Rubicam, Inc., 
vice president and director of media 
relations and planning, and the state- 
ment was offered in explanation of 
Y&R’s becoming the first subscriber 
to Television Performance Audits, a 
new service of Broadcast Advertisers 
Reports, Inc. ; 

The audit-service operation pro- 
vides for the first time, according to 
a BAR executive, “complete certifica- 
tion of performance—a verification 
that commercials not only ran as 
scheduled, but that the right copy 
was used at the right time.” Y&R, 
which became the first advertising 
agency to subscribe to BAR’s local- 
station monitoring reports in 1955, 
worked with the research firm for 
six months in testing the system. 

“An agency supplies us with a 
schedule of the purchased air time,” 
reported BAR, “and we check it 
against our monitored report of 
what actually ran. It’s not enough to 
know that a spot was aired at 8:30 
p-m. as purchased: the copy in the 
spot must fit the time period in many 
instances. For example, in our tests, 
we found a _ headache-remedy an- 
nouncement that began, ‘Had a long, 
hard day?,’ and it was running early 
in the morning. 

“Previously, an agency could itself 
check our reports against the original 
schedule if it wanted to verify an 
affidavit to show the client that he 
got what he paid for, but there was 
no way of checking copy to know if 
that little girl in traffic had sent out 


the right reel. We’re now prepared 
to handle the whole thing, with a 
complete report within two or three 
weeks after broadcast.” 

If discrepancies in a BAR report 
and a station’s affidavit are found, 
what then? According to Mr. Mat- 
thews, “the media buyer then secures 
appropriate adjustments or more 
careful attention from the stations.” 

With Y&R president George H. 
Gribbin recently having gone on rec- 
ord as proclaiming the increase in 
station-break time from 30 to 40 
seconds will encourage over-com- 
mercialization, the agency took note 
of the fact that BAR’s fourth-quarter 
1959 report counted 9,898 local- 
station violations of agency tv stand- 
ards. For the same period in 1960, 
9,514 violations were checked for a 
reduction of 3.8 per cent. The audits 
for both quarters represented a single 
week of monitoring in 75 major 
markets, and the violations included 
triple spotting, product conflicts, 
overtime station breaks and excessive 
over-commercialization. Constant po- 
licing efforts at Y&R, said Mr. Mat- 
thews, resulted in 18 per cent fewer 
violations in the fourth quarter of 
1960 as compared to the fourth quar- 
ter of 1959. 

“The very nature of tv,” stated the 
media executive, “makes it less sus- 
ceptible to detailed checking than the 
permanent forms of print media. The 
agency felt it had a responsibility to 
encourage the development of more 
accurate checking. . . .” It is pre- 
sumed the new service, under which 
BAR provides a verified control sheet 
for the client’s auditor, and a specific 
notation of each discrepancy for the 
media buyer, will help prevent fur- 
ther irregularities—partially through 
a “somebody’s watching you” tech- 
nique. 
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News: Spot Slips 

Is the millenium here? The pin- 
nacle? That tapering-off point from 
which there is no way but down- 
ward? Perhaps not, but the facts 
speak for themselves—and the un- 
happy fact is that spot expenditures 
for the first quarter of 1961 repre- 
sented a decrease of 2.1 per cent from 
the figures for the first quarter last 
year. 

In actual dollars, as estimated by 
the Television Bureau of Advertising 
in cooperation with the N. C. Rora- 
baugh Co., Inc., the situation appears 
even more grave: the 1960 quarterly 
expenditure was $167,981.000, while 
the estimated total for 1961's first 
three months is placed at $151,328,- 
000. Part of the decrease can be ex- 
plained away by noting that a change 
in producing expenditure estimates 
started with the second quarterly re- 
port in 1960—a change that resulted 
in more realistic and generally lower 
estimates than had previously been 
obtained. As the first quarter of 60 
was figured on the “old” basis, it 
would understandably be higher than 
its “61 counterpart. Still, the fact 
remains that even when the first 
quarter of °61 is figured on the “old” 
basis, its spot expenditures are esti- 
mated at $164,487,000—for the 2.1- 
per-cent decline indicated earlier. 

On another front, the continuing 
trend of daytime to overtake prime 
night as the period into which goes 
the larger part of the spot total saw 
the prime night hours clinging tena- 
ciously to an ever-lessening margin. 
Less than one-per-cent difference sep- 
arated the two day parts, with prime 
night getting $46.7 million (30.9 per 
cent) and day getting $45.6 million 
(30.2 per cent) of the total. 

Late-night announcements account- 
ed for 20.8 per cent of the total ex- 
penditure, or $31.4 million, while 
early evening spot received the small- 
est share, 18.1 per cent, or $27.3 
million. 

As usual, ID expenditures made 

(Continued on page 28) 
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Behind the benevolent words em 
lies the stark threat of com- FZ 
munist action. 

To meet it—and beat it—we 

must become deeply and per- 
ceptively aware of it. 


















THE COST OF FREEDOM — One of a series 





“We have always stood and we 
stand today for non-interference in 
the internal affairs of other 
countries. We have always 
abided, and we shall abide, by 
these positions.” 

—N. S. Khrushchev 


THESE ARE THE MAJOR WORLD AREAS WHICH HAVE BEEN 
“Peaced” INTO THE SOVIET REALM SINCE WORLD WAR |... 


SOVIET GEORGIA 
Invaded by Stalin, Feb., 1921 
THE UKRAINE 

Forcibly annexed, Dec., 1922 


POLAND 

Partitioned, Sept., 1939 
ESTONIA 

Forcibly annexed, Aug., 1940 
LATVIA 


Forcibly annexed, Aug., 1940 


LITHUANIA 

Forcibly annexed, Aug., 1940 
CZECHOSLOVAKIA 

Communist Party takes over, Feb., 1948 
HUNGARY 

Communist Party, Soviet troops take over, Feb., 1949 
RUMANIA 

Communist Party, Soviet troops take over, Apr., 1948 


BULGARIA 


Communist Party, Soviet troops take over, Aug., 1948 


THESE ARE THE MAJOR CONFLICTS SINCE WORLD WAR Il WHERE SINO-SOVIET INTER- 
VENTION — FROM INTERNAL SUBVERSION TO OVERT ACTION — HAS TAKEN PLACE... 


Indonesian War (1945-47) Indochina War (1945-54) 


Algerian War (1954- ) Cuban Civil War (1958.59) 


Chinese Civil War (1945-49) Greek Guerrilla War (1946-49) Hungarian Suppression (1956) Tibetan Revolt (1959) 


Malayan War (1945-54) Korean War (1950-53) 
Philippine Civil War (1945-48) Guatemalan Revolt (1954) 


Why are we running these ads? Partly because 

the communist credo includes the gagging of freedom’s 
spokesmen. You and we are in this group. 

Naturally, you and we are against this. So what can 
we do about it with the voice that has been given us? 
Intelligent anti-communism depends upon factual 
understanding. Through facts, patriotism has a purpose. 
It is hoped that these ads together with the prime 
time announcements which tell our audience facts 
such as these, will contribute some measure 


of meaning to the communist threat. 
This is an effort to do something about it. 





Indonesian Civil War (1958- ) Congo Uprising (1960. ) 
Formosa Strait Conflict (1958) Laos (1960. ) 


Prime Communicators to 1% Million Oklahomans 


RADIO AND 
TELEVISION 


OKLAHOMA CITY 


The WKY Television System, Inc. 
WTVT, Tampa - St. Petersburg, Fla. 
Represented by The Katz Agency 
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(The following column, a new feature of TELEVISION 
AGE, is to be devoted to aspects of television program- 
ming. It is written by a well-known individual with 
years of experience in all phases of television writing 
and production who is now a top executive with one 
of the foremost advertising agencies in New York) 


Aeschylus For Children 

Ww: Clarence, you ask why television network 

executives pay so little attention to the critics. 
I would like to answer you by saying they pay little 
attention because critics of television make so little 
sense. They present their argument with so little 
reason—and never with evidence—they can be disre- 
garded. That is why executives—though they may 
read the critics from time to time—pay no attention 
to them. 

Why should they, Clarence? What critic has ever 
set down a thought or idea that could be pursued to 
television’s advantage? Or to the public’s? 

What show, single show or series, with the high 
mark of excellence upon it (or the low mark of 
popularity—take your choice) has ever been brought 
to television by a critic? Can you think of anything 
that any television critic ever wrote that mattered? 
What was it? Damn if it comes to us. 

Now Harriet Van Horne, Scripps-Howard syndi- 
cated columnist, is after us again about the children. 
She has got her brow cocked with disapproval and 
she has got her typewriter cocked with it, and she has 
got her bangs* out and her claws. What the English 
are giving to their kids she says is “wonderful,” 
“superb,” and “perfectly splendid,” but what we are 
doing here in the U.S.A., Clarence, is comics (which 
is true). 

Miss Van Horne does not say whether she herself 
has seen these propaedeutical nonpareils, but she re- 
fers us to an Englishman (Peter Forster) who has 
seen them or claims to and who says that during an 
average week London’s children could gain knowledge 
about “medicine, farming, geography, radio, astron- 
omy, nature study, Aeschylus, Shakespeare, Jules 
Romains and life in a medieval manor house.” 

Mr. Forster had one more thought: “Let it be re- 
membered that what children need to be protected 
from is grown-ups’ tv.” 

Well now, Clarence, what does it mean?—that we 
should yank the kid away from Huckleberry Hound 
when he can have something better? Like farming? 
We are not knocking the farm, Clarence, and believe 
with others that the farm has its place in our what 
we call culture and maybe tv should show more 


* This is what we in the Fourth Estate call exclamation 
points, Clarence. 


Viewpoints 


American farms to our kids here. The polls show us, 
though, that most have seen a farm, and it is also 
hard to make a kid in the U.S. look at a farm if he 
doesn’t feel like it, and make him sort of, you know, 
absorb it and be objective about it. Be fair to the 
farm. But can you force the farm on him? 

Same with astronomy. Be fair to astronomy, but 
don’t pressure it. 

But you take this Aeschylus and this Jules what’s- 
his-name, which Miss Van Horne implies is good for 
children everywhere, and you make it tough for the 
program managers who are trying to bring pleasure 
to the young people in the U.S., because right here— 
looking at Peter Forster’s list of good things for 
children—our men would not think of them as chil- 
dren’s subjects but would think of them as adult 
subjects. 

So that this judgment would not seem narrow- 
minded to the outside world and the press, I person- 
ally put this problem to the president of an advertising 
agency right near here, just a block east of Rockefeller 
Plaza on Madison Avenue, who told me no kid of his 
is going around with any Aeschylus without he’s there 
to see it’s okay. The kind of creeps you read about in 
the papers, he says. “One of them beatniks that doesn’t 
bathe, no doubt” was the way this agency president 
summarized it. Or “finalized,” as we say here. 

Miss Van Horne, for a New York gal, seems to 
tippy-toe through the tulips like it was nothing here 
but maypole dancing and Primavera, like we should 
all be English or at least resemble them. But we had a 
crack at it, Clarence, and we are just not up to it. 

But what makes it harder still for us executives in 
tv is to run into this fellow Art Pearlroth of the 
Herald-Tribune, which is one of our dailies, and con- 





sidered a good one, and try to read him so he makes 


sense to us and not being able to. 

This Art Pearlworth is the only fellow we’ve got so 
far who can write a full column that doesn’t say any- 
thing at all. He begins from nothing and keeps taking 
away from it. 

To this Bart Pearlwhite of the Trib everything in 
tv is cockeyed since this new fellow Minow. It was 
not right before Minow, but it is not right now, either. 


(Continued on page 76) 
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Newsfront (Continued from 25) For the list of top 100 spot tv ad- vice president of Lever Bros., cited b 
; f a special Nielsen study conducted 
: vertisers in the first quarter of 4 tl 
up the smallest part of the total, with 206 ois men 2. for the company examining tv eve- 
$16.8 million (11.2 per cent) in- _ ning viewing trends since 1957. The ‘3 
vested in the brief spots. Program And, as always, food and grocery study, he noted, showed a drop each : 
buys were only slightly better—$19.4 products involved the largest spot ex- year in the time spent viewing (1) ; 
million (12.7 per cent) went into penditures, with that category total- for each season as a whole, (2) for . 
that form of video advertising. Far ing $47.4 million—of which $13.1 every night of the week except Fri- ; 
out in front were expenditures for million went to advertise coffee. tea day (which had always been lower 4 
announcements, where $115.1 million and food drinks. The total “drug than the others to begin with), (3) ix 
accounted for 76.1 per cent of the product” category took second place for every half-hour period from 7:30 
entire spot total. with an expenditure of $14.1 million, to 11 p.m. (Another complementary : 
Eight new advertisers joined the $4.7 million of which went to pro- study by A. C. Nielsen showed that " 
list of top 100 spot spenders during mote cold remedies. Cosmetics and use of tv sets on Saturdays and Sun- . 
the quarter. Pan American Coffee toiletries ($12.2 million), household days had dropped about five per cent 
Bureau was the largest new investor, laundry products ($11 million) and in the past two years.) - 
spending $1.2 million and more than ale-beer-wine ($10.7 million) were The Lever company requested ex- 
doubling the $459,800 expenditure the next largest product categories. ecutives of all three networks to com- . 
by National Federation of Coffee ment on the results of the Nielsen 
Growers of Colombia, also new to Big Stick study, Mr. Schachte told his luncheon . 
the list. Van Camp Sea Foods Co., Speaking softly, but carrying a big = audience, which included some 100 “e 
Inc., spent $704,100, while invest- stick in the form of one of the hefti- _ broadcasting executives. “In response 
ments between $339,000 and $436,- est tv ad budgets in the business, an we received some replies, some sil- “i 
000 were made by Chattanooga Medi- influential sponsor recently joined ence, some evasions, some sanity and 
cine Co., DCA Food Industries, the scolds of television. some accusations.” ” 
Hanes Hosiery, Lehn & Fink Products In a speech to the Boston Execu- Some of the network executives ac- ~ 
and John Morreli & Co. tive Club, Henry Schachte, executive cused Nielsen of using an inflated i: 
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base for the study, “since 1957 was 
the year of the national flu problem,” 
said Mr. Schachte, who then scoffed 
at the implication that “all we need 
to restore vigorous viewing is another 
red-hot epidemic.” In contrast to 
this sort of evasive and defensive at- 
titude, the Lever executive quoted 
one network president as answering, 
“We've got to do better program- 
ming.” 

“And who doesn’t want better pro- 
Mr. Schachte asked. 
“Certainly the broadcasters, be they 
network or local, do. I can guarantee 
that the sponsors do. That just about 
makes it unanimous, and it pictures 


gramming,” 


the interesting and unusual position 
of professionals, public and critics 
really agreeing.” 

Some of Mr. Schachte’s listeners 
were undoubtedly beginning to cower 
behind their fruit cups. But in the 
next instant he tempered his attack, 
saying that he did not agree with 
“all the statements of all the critics. 
I specifically reject the idea that tele- 


vision is downgrading America’s cul- 
ture, and I call on, for evidence, a 
quote from a recent article in TELE- 
VISION AGE by one of my favorite 
authors, Max Wylie . . .” 

Mr. Schachte then quoted that part 
of the article (“What's Wrong With 
Our Critics,” Tv ace, March 20) in 
which Mr. Wylie called attention to 
the fact that since 1895 the public 
had chosen as best sellers “three in- 
spirational books, two cook books, 
one book on baby care and nine 
novels (seven of the novels were writ- 
ten by Mickey Spillane, and the other 
two, God's Little Acre and Peyton 
Place, were dirty books, according to 
Mr. Wylie) .” 

“What people really want is not 
different subjects,” said Mr. Schachte, 
“They want the same old ones, in- 
cluding violence. But what they do 
want—what they are now demanding 
—is interesting, professional, excit- 
ing, talented presentations, done with 
the skill, the taste, the showmanship, 
the artistry that come from talented 


Mt 


AND THE 


BEAUTIFUL 


OUGLAS 


“THE BAD 





people who are groomed, tried and 
trained in television’s very particular 
arts. 

Television, said Mr. Schachte, once 
was able to borrow talent from many 
sources such as local and traveling 
vaudeville 
and Hollywood, but these sources 
have dried to a trickle. 

In the final analysis, responsibility 


stock companies, radio, 


for encouraging and developing new 
talent must fall on the local stations, 
said Mr. Schachte, who offered a 
number of suggestions on how sta- 
tions could become the “minor 


league” for television. Stations, he 
said, could give local drama groups 
an occasional tv showing, could offer 
script prizes and scholarships to col- 
leges with tv departments. 

Mr. Schachte urged such efforts if 
tv “is ever to rise above the three 
R’s—repeats, re-runs and residuals 
that are producing more money for 
a few people and more boredom for 
millions than any other scheme ever 


perpetrated on America.” 


THE M-G-M "NEW ERA’ GROUP-BEST OF THE FIFTIES 


‘THE BAD AND THE BEAUTIFUL — LANA TURNER, KIRK DOUGLAS, DICK POWELL; WALTER 


PIDGEON, BARRY SULLIVAN, GLORIA GRAHAME, GILBERT ROLAND 


AN M-G-M PICTURE 





Imagination, foresight 
may help tv movies 
overcome short supply, 
changing tastes 


and new programming 


| ee films will always be a fixed part— 


and a big part—of tv and I’ll tell you 


why. Because there’s a small fortune in them. 
The Late Show has been far and away the most 
profitable show on the CBS stations. . .” 

“Declining inventory? Who says so? There’s 
enough stuff around and enough coming in to 
feed 100 stations 10 hours a week for 10 
years—provided nobody panics. . .” 

“Business is good We’re getting the prices— 
not as much as we’d like to get, sure—but much 
more than we got for the pre-1948s. Most sta- 
tions have a backlog of the oldies, but they’re 


” 


dressing them up with the later films. . . 


Television Age 
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“It’s a little like the last hours of a poker 
game, with most of the weak hands bumped out. 
The catch is, you don’t always know how many 
court cards are in the deck, or how much each 
one really will cost in the long run. . .” 

“With the appetite for feature films so thor- 
oughly whetted, and with pay tv just around the 
corner, we can afford to be more fussy. What 
commercial tv has of Hollywood is ancient 
history. We’re making a different kind of film 
now—an adult product, a big product, that’s 
not always readily adaptable to tv. We have a 
new audience and a new outlook. . .” 

Like the fable of the five blind men, each 
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Sadie Thompson, a Columbia post-'48 

















The Big Circus, Cinemascope 
and Technicolor, too big for tv? 


of whom pictured a pachyderm dif- 
ferently depending on which part of 
the beast each had hold of, the big 
business of feature films on television 
can present totally different aspects 
—depending on whether you view it 
from the vantage of a station man- 
ager, movie mogul, syndicator, net- 
worker or any of the others engaged 


in transplanting the Hollywood vine 
to television. 


Tight Competition 


The above quotes were chosen 
from intensive interviews with station 
managers and more than a score of 
policy makers in the tv feature-film 
business—a sales business which now 
ranks as among the most competitive 
on earth. This same competitiveness 
has contributed to considerable con- 
fusion about the present and future 
of the feature-film industry. 

In such a tightly competitive mar- 
ket, supply and demand assume the 
role traditionally (though not always 
correctly) ascribed to them in an 
open market. And increasingly one 
reads or hears talk of declining 
inventories and the imminent demise 
of feature films. 

The usual analysis goes something 
like this: 

Pre-1948 feature films have run 
the course, or at least have lost most 
of their rating power. Post-1948s are 
being parceled out for pretty prices, 
while at the same time Hollywood 
production of features suitable for 
telescreening has slowed to a trickle. 
Therefore, goes the reasoning, fea- 
ture-film programming is bound to 
go downhill at an ever-increasing 

rate. 

There are today some 1,580 movies 
made in America after August 1948 
and available to television. Some have 
built-in ratings with stars of the first 
magnitude. Most of these do bear 
high price tags. In addition, there 
are slightly more than 900 foreign 
films of feature length, including the 
“international” 


so-called product 


made in England with stars such as 


Peter Sellers. Finally, there are about 


150 cheap westerns. 

Total: 2,630. This is the present 
supply—or at least the part of the 
iceberg that is above the water. There 
are another 1,200-plus features pro- 
duced in the last decade that have 
not yet been released. Augmenting 
this is a steady influx of features 
whose licenses with various stations 
are expiring. Included among these 
are the movies produced in Holly- 
wood between 1930 and 1948—about 
8,000 in all. Although most of these 
have worn out their welcome for the 
present generation of televiewers, 
they cannot be completely discounted 
for succeeding viewers. And at least 
300 of them have lasting historical, 
“art house” or star interest. 

This is a somewhat simplified 
and, in a sense, misleading—picture 
of supply, since it ignores many criti- 
cal factors. Before examining some 
of these, here is an equally simplified 
picture of the demand. 


‘Too Much, Too Many’ 


Many stations are now willing to 
admit they were hung up for “too 
much and too many” when they 
bought the hefty pre-48 packages 
two, three and four years ago. Never- 
theless, in the majority of cases sta- 
tion managers, to meet competition, 
have been willing to buy at least 
some of the shiniest post-48s. In 
small one- and two-station markets, 
the post-’48s have sold cheaply. It is 
a terribly tough sales proposition 
and this partly accounts for the fact 
that sales staffs have been hacked 
from a total of about 1,000 five 
years ago to less than 400 today. 

In metropolitan areas it’s a seller’s 
market, and the distributors have 
been able to ask and get upwards of 
$150,000 per picture. 

The NBC purchase of 30 high- 
grade 20th Century-Fox films for 
Saturday-night showing in prime time 
is estimated to have averaged out to 
about $180,000 a picture. All such 
estimates must be taken with a grain 
of salt. however, since it is the habit 


of the feature salesman to “crack” a 
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top market by selling cheaply with a 
gentleman’s agreement to inflate the 
purchase price for publicity purposes. 
It is probable that NBC did not pay 
much over $100,000 apiece for its 
new feature package (which, though 
it does have many stars, does not 
include more than a handful of first- 
rate films). 

Two of the key phrases in feature 
films today are “orderly release” and 
“sensible use.” The movie companies 
and distributors are rationing out 
their product in small packages with 
strong publicity, and only as each 
package is safely in orbit around the 
country does one learn any details 
of the next package. Distributors 
have found that they can make a 
larger profit on the smaller packages 
than on the unwieldy libraries of 
1956. 


Balancing Stars 


Feature-film packages are _ still 
weighted for the most part on the 
basis of balancing stars in each. For 
instance, a distributor will figure that 
it has so many Gary Coopers, Clark 
Gables, Doris Days, etc., grade them, 
and drop one in each of a number of 
packages. Then on down the line 
with considerations being given to a 
balance of comedies, detectives, west- 
erns, musicals and what have you. But 
as finally presented, the package is not 
a static thing. If a station has particu- 
lar needs to satisfy its audience or 
meet competition or round out its 
film library, the distributor will alter 
and amend the package as the occa- 
sion warrants. 

Both the buyers and sellers of 
feature films are agreed that the court 
order ending the “iron” package, or 
“take one, take all” package, has 
had little practical effect on the indus- 
try. Prices of the films are staggered 
so that the distributor gets his nut 
no matter how the station buys. And 
usually the station finds its interest 
coincides with the interest of the 
syndicator in buying a number of 
films of varying quality and appeal. 

This brings us back around to the 
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second key phrase—‘“sensible use.” 
There are many synonyms used by 
the syndicators to persuade the sta- 
tion managers that they have some- 
times had economic problems with 
their feature films because they pro- 
grammed their best films too closely 
together or too often, without meas- 
uring them out in due proportion 
with films of lesser quality. 


‘Modern Merchandising’ 


Another part of this argument— 
and there is a great deal of merit in 
it—is that too often the truant sta- 
tion manager or film manager did 
not pay enough attention to what the 
competition was doing or to p.r. fac- 
tors (e.g., a star dies, or the plot 
coincides with local or world news) 
in scheduling and promoting its film 
fare. 

Screen Gems, one of the most 
highly effective exponents of the art 
of smart use of feature films, goes 
far afield to educate stations to what 
one high official of the company calls 
“modern merchandising.” 

Screen Gems concedes that it has 
learned much from the station to 
which it sells. Its sales staff has, in a 
sense, synthesized the experience of 
many individual stations and spread 
the gospel to others—not out of 
charity, of course, but because a 
dissatisfied customer is not a repeat 
customer. It has taken a great deal of 
persuasion to cut the purse strings 
at some of the stations overloaded 
with old wine. 

What are some of the ways to use 
feature films more sensibly? 

Among the stations, the CBS 
owned-and-operated outlets have been 
masters of the art over many years. 
The Late Show, which was originally 
defensive programming to NBC-TV’s 
Broadway Open House, has indeed 
been among the most profitable of 
the company’s operations and a 
breadwinner for the stations. More 
to the point, the program has always 
treated its films with great respect. 


When Bill Lacey and Hal Hough 
(Continued on page 52) 


James Dean in Eden 


Hurricane (below) and another ... 








Foreign films pace the “adult” shift 





Conflict in cola 


Coca-Cola stands firm 
as Pepsi-Cola 
launches big tv campaign 


—the market picture 


Pepsi's BBDO executives time newest commercials 


_— 10 years ago one of the hit 


songs in an eastern university’s 


annual student musical show was an 
operatic argument between a Pepsi- 
Cola bottler and Coca-Cola bottler. 
The “bottleopera” ended with a dra- 
matic death scene after the bottlers 
were unable to solve the problem of 
love and franchise. 

While the Pepsi-Cola and the Coca- 
Cola companies may not be quite as 
violent in their battles as that satire 
suggested, it is certainly no secret 
that ever since the late ’30s the strug- 
gles of Pepsi-Cola to expand its share 
of the market have forced Coca- 
Cola to an active defense of its top 
place. The confidence that Pepsi has 
in its ultimate success was expressed 
at a recent American Marketing As- 
sociation meeting by Seymour Luster- 
man, vice president, market research, 
of Pepsi-Cola. “We are confident, in 
fact,” he said, “that in the not distant 
future Coca-Cola will be striving to 
dislodge a tough and resourceful 


giant.” 





Coca-Cola’s last tv special featured Pat Boone in the 


Both companies have essentially the 


same advertising problem: how to 


reach the most number of people, 
particularily in the under-30 age 
bracket, and how to create an atten- 
tion-getting image for products which 
differ only slightly in type, appear- 
ance and taste. Television’s mass 
reach makes it an ideal medium for 
the particular aims of each company. 
As Dick Sears, account executive at 
Batten, Barton, Durstine & Osborn, 
explained about Pepsi’s decision to 
put a large part of its 1961 budget 
into television, “We have a product 
which demands movement and visual 
impact. When you see a group of 
attractive people drinking Pepsi and 
having a lot of fun, it makes you 
want to do the same. Television is a 
natural for us.” 

When BBDO landed the Pepsi- 
Cola account last April, the agency 
planned a full-scale entry into net- 
work television, the first since 1957. 
As a promotional kick-off to its 1961 
campaign the company sponsored an 


hour-long Jane Powell special, Young 
at Heart, to introduce its new theme, 
> Next fall Pepsi will 
have alternate-week sponsorship of 
The Steve Allen Show over ABC-TV 
Miss 


America Pageant. With this network 


? 


“think young. 


and will participate in the 
activity added to the company’s usual 
spot scatter plan, which began this 
year in March, Pepsi-Cola officials 
estimate that 1961 will see the com- 
pany’s biggest expenditure to date in 
television. 


Legendary Attitude 


What is Coca-Cola doing to rival 
Pepsi’s current marketing push? One 
answer to that question came from an 
official of Coca-Cola who would ob- 
viously prefer to remain nameless. 
“Compete?” he said, surprised. “We 
don’t need to.” 

This attitude on the part of Coke 
has become almost legendary in the 
business and advertising world, but 
Coca-Cola has never been one to rest 
on its laurels, and trade sources say 


musical-variety show, Coke Time, last year 


that there may be something stirring 
in television advertising to counter 
Pepsi’s campaign. 

Coke has always been ahead of 
Pepsi in spot gross time expenditures. 
In 1959 the company spent $3,567,- 
960 to Pepsi’s $2,984,590; in 1960 it 
spent $4,187,470 to Pepsi’s $3,119,- 
040, according to the Television 
Bureau of Advertising. Pepsi-Cola 
spent nothing in network 
1959-1960, while Coca-Cola spent 
$375,180 in 1959 and $561,080 in 
1960. 

For the past year Coca-Cola has 


during 


had alternate half-hours of the Ozzie 
and Harriet show on ABC-TV and 
also sponsored a one-shot Pat Boone 
special, Coke Time, on that network 
on June 27, 1960. To date, however, 
1959 was Coca-Cola’s biggest year in 
television advertising when it put on 
the America Pauses series, three 
musical-variety specials highlighting 
the “pause for refreshment” theme. 

Although Coca-Cola for 30 years 


(Continued on page 69) 
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‘Front Page’ 
rewritten 


Kansas City station 
news operation tuned to 
tv on continental basis, 
but keeps old-time 


‘press’ flavor 


Mobile units seek out hidden stories 





446%Phe sonuvabitch stole my 
watch,” shouted editor Walt 

Burns of the Chicago Herald-Exam- 
iner, sending the police after star 
reporter Hildy Johnson at the curtain 
of 1928’s comedy hit, The Front 
Page. 
hadn’t 
merely trying to leave a job to honey- 
moon with his bride—and Walt had 
presented his departing reporter with 
the timepiece as a sentimental token. ) 
Newsgathering has changed con- 
siderably since Ben Hecht and 
Charles MacArthur established the 


reporter as a 


(Hildy, as everyone knows, 


stolen any watch; he was 





wisecracking,  big- 
hearted, lovable, hardworking guy 
who would get the story or bust in 
the attempt. Teletypes, helicopters, 
long-distance lines, Polaroid cameras 
—these and the other developments 
of science have modernized the field. 
In doing so, the editor and reporter 
: have been shorn of their individu- 
ality, and have too often become ivy- 


clad, college-educated, rip-and-read 
’ deadpan conformists. 
q In Kansas City, Mo., however, the 


news staff of WDAF-TV-AM-FM could 
step today into the pages of The 
Front Page and give the Herald- 














wpAF-Tv aired blitz-like damage after tornado roared through city’s edge 





Examiner boys a run for their money, 
Not that they’re oldfashioned in 
reportorial technique. Take “Trans- 
continent News Central,” for exam- 
ple, as put into effect April 1 by 
Transcontinent Television Corp. for 
its six owned stations. In the corner 
of wpaF’s cluttered and noisy news- 
room sits a red telephone with a 
private number. News director Walt 
Bodine explains its function: “If a 
story of local or regional importance 
to one of our stations, or of national 
importance to all of them, breaks in 
any of our markets—Bakersfield or 
San Diego out west, Buffalo, Roches- 
ter or Scranton-Wilkes-Barre in the 
east or here in the center of the 
country, that phone is used. Let’s say 
something happens in Buffalo: wer 
there calls us collect with an audio 
report; we make a tape; then we use 
the same phone to call the other sta- 
tions and play the tape for them. 


‘News Central Report’ 


“All stations have been furnished 
with stills of the reporters whose 
voices are likely to be heard on the 
air. They can announce a ‘Report 
from Central,’ 


News then air the 





audio tape of the actual reporter on 
the story while putting the man’s 
picture, microphone in hand, on the 
screen.” 

In the first month of Transcontin- 
ent News Central, Mr. 
ported, the system was used to relay 


Bodine re- 


about a dozen stories ahead of the 
Buffalo a_ local 
building outfit received a contract to 
build a missile base in Kansas. This 


wire services. “In 


was highly important to our area, and 
we had the details on the air direct 
from Buffalo long before anyone 
else.” He picked up a copy of a 
memo from Donald Hine, program 
director for TTC, and indicated a 
concluding point: Don’t forget that 
even though a story may not be big— 
it might involve people that would be 
of great interest to one of our areas. 
And, to indicate further a growing 
utilization of the “direct wire” com- 
Walt Bodine 
slapped a hand to his forehead in 
mock anguish. “You ought to see 
what’s happened to our phone bill,” 
he sighed. “I’ve gotta take it up with 


” 


munications system, 


somebody! 
News Central is the latest in a 


(Continued on page 71) 
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Changing 
Agency Media 


Operations 


Part 1 of a series 


Foote, Cone & Belding, N.Y. 


he media personality of Foote, 
Cone & Belding, Inc., could be 
best singled out for combining media 
with research. Ranking 10th in the 
top 10 agencies, FC&B billed $99.6 
million domestically in 1960. Forty- 
eight per cent, or $47.9 million, of 
FC&B’s total was placed in television, 
with the New York office responsible 
for nearly $12 million of the tv tally. 
Stemming from the patriarchal 
Lord & Thomas, the agency came into 
business under its present name in 
1943. Like most other shops, it then 
had separate blocks of print and 
broadcast in the media department. 
And not until 1953 did FC&B, New 
York, make a major change in this 
department: all-media men in a super- 
visory capacity, specialist buyers and 
assistants trained in both print and 
broadcast. (The agency’s headquar- 
ters is in Chicago, with other branches 
in San Francisco and Los Angeles.) 
The organization of the media de- 
partment now, vice president and na- 
tional director of media and research 
Paul E. J. Gerhold pridefully stated, 
“is what other agencies are drifting 
toward.” Mr. Gerhold, at the top of 
the media department, operates as the 
focal point for research and media. 
Frank J. Gromer Jr. is vice president 
and director of media. From Mr. 
Gromer’s post branch two associate 
media directors, Charles B. Hofmann 
and Arthur S. Pardoll, who are in 
charge of the agency’s two account 
groups. Their job is over-all media 
planning and strategy, plus the super- 
vision of buying activities on the ac- 
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counts entrusted within each group. 

Each associate media director has 
a media supervisor under him: Peter 
Bardach and Richard Pickett are the 
two men. This spot—media super- 
visor—is the paving ground eventually 
for an associate’s position. The super- 
visor, working closely with the asso- 
ciate media director, is responsible 
for media strategy and planning, 
along with supervision over his own 
accounts. 


Much Flexibility 


There is a good deal of flexibility 
within each account group; that is, 
the media supervisor can supplement 
some of the associate media director’s 
work, often working on products not 
strictly assigned to him. This makes 
up the group’s teamwork. In fact, the 
ostensible difference between an asso- 
ciate media director and supervisor 
is salary, title and such sundry points 
as the associate media director writing 
portions of the media plans. 

In the buyer realm there is a dis- 
tinct change from all-media thinking. 
Here the agency uses separate broad- 
cast and print buyers. “Media re- 
Gerhold 


stressed. “With the huge number of 


quires specialists,” Mr. 


radio and television stations, plus 
magazines and newspapers, how can 
a man do both a thorough and top job 
in both areas? I can’t understand 
how an agency will use anything but 
the specialist buyer.” 

The assistants, unlike the full buy- 
ers, work on both broadcast and print 
and, when promoted, concentrate on 


one medium. Unlike some other agen- 
cies, FC&B has no formal training 
program. “I don’t go along with the 
media school program,” Mr. Gerhold 
emphasized. “I’d rather have the men 
work and learn through close and con- 
tinuous contact with knowledgeable 
people.” 

Some of the assistants and buyers 
come from the agency’s research de- 
partment. “Through this department,” 
the media head explained, “they are 
exposed to availabilities, data and 
agency media _ philosophy.” The 
agency recruits its other buyers (with 
at least six months’ background) from 
fellow shops. Very few, if any, come 
straight from college. 

Shooting directly from Mr. Grom- 
er’s post is the research group headed 
by Edward Barz, coordinator of 
media services. The proximity of the 
group to the media director is part of 
the research-media meshing: research 
works shoulder to shoulder with 
media, both situated on the 15th floor 


at 247 Park Avenue. 
Specific Accounts 


“The research people are assigned 
to specific accounts, as are the media 
people,” Mr. Gerhold explained. 
“Both groups can do more things for 
each other, we feel. Research brings 
knowledge, information, problems on 
accounts and factual material on mar- 
keting to media. This way, media men 
have access to grand material for 
planning. In turn, research has con- 
tact with the decisions and recom- 
mendations of the major people. This 
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interplay reflects FC&B thinking: peo- 
ple work on particular accounts rather 
than operate on a functional basis.” 
Obviously, when the agency started 
to make the transition from straight 
broadcast and print buyers and super- 
visors to specialized buyers headed by 
all-media men, there was a degree of 
development involved. “We had to 
re-train our top men by associating a 
good print man with a broadcast man, 
thereby letting one assimilate the 
other’s knowledge,” said Mr. Gerhold. 
“Later, we aligned the research group 
with 
media manager, a position that once 
handled research. In 1958 Mr. Ger- 
hold moved from head of media and 


media.” Frank Gromer was 


research, New York, to his present 
post. Then, Mr. Gromer took over the 
position of media director, followed 
by Mr. Barz, who assumed the re- 
sponsibilities of media research. 

Not shown on the organizational 
chart is a special area in research 
which appears to be Mr. Gerhold’s 
baby. FC&B granted a special budget 
to a group of six men to explore areas 
of media and advertising values un- 
served by outside groups. There might 
as well be barbed wire around the 
area as far as learning what actually 
goes on. Regardless, the media chief 
pointed out, “We try to develop con- 
cepts for media and research and aug- 
ment them by providing our men with 
a special knowledge unknown outside 
our business.” 

Outside the scope of the media de- 
partment is the programming group 


(Continued on page 54) 
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W... to be a creative timebuyer ? 


Then move to a smaller agency. 
That’s one conclusion to be reached 
from the eighth “timebuyer opinion 
panel report” prepared by NBC Spot 
Sales. In a series of questions-and- 
answers on the topic of “creativity in 
timebuying,” far greater numbers of 
buyers in agencies billing under $5 
million reported they became _in- 
volved in the initial creation of copy 
approaches, the selection of generic 
media to be used and the over-all 
campaign appropriations than did 
their counterparts in larger agencies. 

In secondary media decisions, on 


the other hand, the 


media men indicated a slight lead on 


large-agency 


the number of times they were con- 
sulted on such matters as market 
selection, the allocation of funds, the 
setting of audience-reach levels and 
the selection of test The 


reached 


markets. 
obvious conclusion to be 
from the two tabulations is that the 


buyer in a smaller agency enjoys 


Creative-or craven? 


assignments other than buying, while 
the highly departmentalized larger 
firms perhaps utilize their media per- 
sonnel more fully in their own spe- 


cialized fields. 
Over-all Knowledge 


Of the 207 panelists who replied to 
the network’s questionnaire from 182 
agencies and offices, agreement was 
virtually unanimous that a buyer's 
efficiency is heightened when he has 
knowledge of the over-all campaign 
strategy. However, only 45 per cent 
of the panelists reported the buyer is 
usually told “all” about an account’s 
sales pattern, distribution and other 
basic marketing elements. On the 
same matters, 41 per cent of the 
respondents said the buyer is usually 
told “much.” Media director Sam 
Vitt of Doherty, Clifford, Steers & 
Shenfield, Inc., explained why the 
agency feels a buyer should be 
briefed on marketing detail: “The 
buyer, being human, is subject to the 


law that he can only be as effective as 
his information permits him to be. 
The more fully informed he is on the 
marketing objectives and ‘reasons 
why’ of a campaign, the better his 
potential for producing truly mean- 
ingful and ‘creative’ buys.” 

Perhaps a reason more buyers are 
not introduced to copy and buying 
plans earlier in the campaign is that 
six of 10 replies to the survey indi- 
cated that the buyer “always” or 
“frequently” would attempt to modify 
copy or plans so as to take advantage 
of better availabilities into which the 
original material or ideas would not 
fit. And, of BULLETIN importance 


if a certain gasoline company hasn’t 





copyrighted that word—is the revela- 
tion that “with rare exceptions, sched- 
ules are bought by the numbers.” 
This conclusion was reached in spite 
of the fact that 9 out of 10 time- 
buyers felt a buyer is justified in 
following his own dictates when his 


opinion, judgment and experience are 





“Numbers alone should never outweigh judgment 


and experience.” 


“Agencies have been making 


Vorma 


“Quality, an important but rarely measured factor, 


must be a prime consideration in media selection.” 


timebuyers out of 


bookkeepers, then wondering why they're not more 


creative. 
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opinion poll shows media men want authority and get it— sometimes 





“The only people who worry about ‘creativity’ are 


cocktail-wielding, smile-holding junior witches . . 
who make $65 p/w and can read SRDS.” 


“I don’t know what a ‘creative’ buy really is. . . 


J. M. McCarthy, media buyer 
Benton & Bowle § I ne 


Carol Bag, media director 
Smith & Dorian, Inc. 


“The small agency often is in a position to buy with- 


out close regard to ‘the numbers’ because of more 


knowledge of the actual audience composition of 


local and nearby stations.” 


Bob Reichenbach, tv-radio director 


Bernard B. Schnitzer, Inc. 





at odds with the numbers. 

A typical quote is this one from 
John T. Nolan, Jr., president of 
Keelor & Stites, Cincinnati: “The 
timebuyer with specific knowledge of 
a local situation is often in a better 
position to ascertain whether a media 
buy is justified than a small sampling 
through a rating survey. On the other 
hand, we generally do buy by the 
numbers since audience-composition 
indications and homes reached are 
important factors. Broadcast media, 
like all others, must be expected to 
carry its own weight.” 

While many industry figures be- 
moan a strict reliance on the rating 
services, particularly on any one 
rating service, 14 of 198 timebuyers 
felt there would never be a circum- 
stance where they would consider 
looking at a rating report that showed 
a striking difference from the one 
they generally used. Fortunately, 93 
per cent of the respondents to the 


question were more open-minded: 


they’d look at a conflicting report. 

Buyers evidently are adept at pas- 
sing the buck if something arises 
that doesn’t fit into a predetermined 
formula. In reply to a query as to 
what should be done if a station 
presents a set of avails that are realis- 
tic and convincing (in other words, 
a seemingly good buy), although the 
plan doesn’t fit into the previously 
set-up buying standards. Only 19 per 
cent of the buyers advised going for 
the deal, while five per cent proposed 
outright rejection. Three-quarters, or 
76 percent, however, advocated pass- 
ing on the suggested plan to another 
party for a decision. Few buyers 
evidently cared to agree publicly 
with the final sentence of Marshall 
Hawks, tv-radio director at Emery 
Advertising Corp., Baltimore, who 
said: 

“A timebuyer is often fairly young 
and new in a profession populated by 
genuine or self-styled experts, includ- 
ing the clients. He or she wants to 


succeed and advance in the agency. 
The safest way to job security is to 
buy by ratings and be able to smile 
and repeat the magic words, ‘I got 
the lowest cost per thousand.’ The 
truly dedicated and fearless time- 
buyer will apply all his intelligence 
to the job—despite ratings and calcu- 
lations—and will justify his purchase 
with logic, and stand or fall on the 
results produced by the campaign.” 
Asked to list the factors which 
most severely hamper a buyer’s crea- 
tive processes, six points were most 
frequently citied by the harried media 
people. They were: (1) too much 
detail work; (2) too little time to 
work out efficient buys; (3) inflexi- 
ble budgeting and rating goals; (4) 
lack of background information 
which would help ascertain client 
objectives; (5) little authority to 
make decisions, and (6) unfamiliar- 
ity with copy approaches. 
Although broadcast buying is re- 
(Continued on page 68) 
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Film Report 


CORPORATION REPORTS 


Four former executives with CBS 
Television Production Sales have in- 
corporated a new company, VHF, 
Inc., which will specialize in “custom 
program production and associated 
services,” according to the company’s 
new president, Ira G. DeLumen. 

The company will use video tape, 
film and live tv transmission, and 
will employ the facilities of Reeves 
Sound Studios for many aspects of 
production, processing and distribu- 
tion. VHF, Inc., will also be active in 
program packaging and syndication. 

The other three executives of the 
fledgling company are: Richard R. 
Rector, vice president, production; 
Robert C. president, 
sales, and Peter J. Smith, vice presi- 


Troup, vice 


dent, special projects. 

The production company, which 
opened its doors June 1, announces 
its activities in this order: prepara- 
tion of programs, industrial presen- 
tations, religions programs, closed- 


circuit broadcasts, medical telecasts 


and the production of tv commer- 
cials. 

Filmways, Inc., has opened central 
offices in London and Rome under 
the supervision of Richard B. Sage, 
production head. Martin 
Ransohoff, chairman of the board of 


overseas 


Filmways, said that the company 
had been heavily in overseas pro- 
duction for the past four years in all 
countries, and planned to expand that 
part of the Filmways operatiuns. 
Wolper-Sterling Productions, in its 
first year of operation, grossed 
$750,000, according to Saul J. Turell. 
president of Sterling Television Co., 
Inc., which owns 50 per cent of the 
subsidiary. Wolper-Sterling, which 
produced six specials last year, has 
plans for 12 more during the coming 
year. 
Per-share 
Television Co. (over-the-counter) for 
the fiscal year ending March 31, 
1961, were double those of the previ- 


earnings of Sterling 





The setting for Supercar, new animated series produced by Independent Tele- 


vision Corp., shows some of the details of the studio set and electronically 
controlled marionettes. The “supercar” (which might sell to many big-city 
commuters tired of traffic jams) can make vertical take-offs, thanks to six tiny 


rockets (scaled-down signal rockets produced by a leading rocket-missile firm). 


The vehicle, which is seven feet long, has a “Clearvu” miniature tv screen on 


the dashboard, and is capable of skirting outer space, submerging, floating, 
hovering. The science-fantasy series makes use of lip sync, whereby all voices, 
music and effects are pre-recorded on tape. When the characters act—the hero, 


Mike Mercury, is 22 inches high—the lips are moved in close synchronization 


with the words via an electronic arrangement in the hollows of their heads. 


The whole process is called “Super Marionation.” 
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ous year. Net income for the pro- 
ducer-distributor came to $63,200, 
or $.14 per share, on gross revenues 
of $938,200. The Wolper-Sterling 
gross was not consolidated in the 
over-all corporate balance sheet. 


PAY-TV TEST CASE 

Another postponement has been 
made in the critical (to pay tv) case 
of Midwest Video Corp. vs. South- 
western Bell Telephone Co. in Little 
Rock, Ark. Midwest Video holds a 
Tele- 


meter Co. to install cable pay tv, but 


franchise from International 
the telephone company refused to 
permit use of the cable facilities un- 
til the Arkansas Public-Service Com- 
mission rules that such a service is 
in the “public interest.” 

Frank Raichle, counsel for Mid- 
west Video, insisted at the hearing in 
mid-May that the service sought is 
merely for a common-carrier facility, 
just as any other telephone sub- 
scriber. When various theatre-owner 
and exhibitor groups tried to have 
the hearings dismissed on _ the 
grounds that the Arkansas Public- 
Service Commission has no jurisdic- 
tion in the matter, Mr. Raichle 
singled out the Rowley Theatre Cir- 
cuit for admonition, saying they had 
themselves televised pay-tv attrac- 
tions for prices as high as $3.50. 

“This is the first instance in the 
history of American business,” said 


Mr. Raichle, 


discloses, in 


“which our research 


which an _ entrenched 
vested interest has had the hardihood 
to attempt to bar competition by an 
appeal to a public-service commis- 
sion to deny release to a potential 
competitor seeking a utility service.” 
Hearings in the test case will be 
resumed probably this week. 


CBS-TBS NEWS PACT 

CBS Films, Inc., and the Toyko 
Broadcasting System have signed a 
joint agreement for telecasting over 
TBS of most of the news and public- 


affairs programs produced by CBS 

News starting in the fall of 1961. 
TBS will have the right of first 

refusal of all the programs, which 















include Eyewitness to History, CBS 
Reports, The Twentieth Century, 
Conquest and The Great Challenge. 

The agreement, which parallels 
those which CBS already has with 
BBC in England and with ABC in 
Australia, was negotiated for CBS 
Films by Willard Block, international 
sales manager; M. Itasaka, news and 
public-affairs representative for the 
Sekiya Co., CBS Films’ agent in 
Japan; T. Morimoto, director of the 
programs bureau and the news de- 
partment of TBS, and M. Yanagita, 
chief of the TBS news bureau. 

Commenting on the pact, Mr. 
Block said the companies had been 
cooperating in newsgathering for 
several years. Mr. Morimoto said 
that both companies believe the 
agreement will “strengthen the cul- 
tural exchange and international co- 
operation between Japan and the 
United States.” 


SWISS FESTIVAL WINNERS 

Following are the winners of the 
First International Festival of Tele- 
vision Arts and Sciences, in which 
entries were limited to network va- 
riety or musical shows with running 
time of less than an hour: 

First Prize (“Golden Rose of 
Montreux,” plus 10,000 Swiss 
francs): The Black and White Min- 
strel Show, produced by the British 
Broadcasting Co. 

Second Prize (“Silver Rose”): 
Giardino D’Inverno, entered by Ra- 
diotelevisione Italiana. 

Third Prize (“Bronze Rose”): 
Mille Vues Derriére Les Coulisses, 
entered by Ceskoslovenska Televize. 

The above choices (in which the 
prizes are plucked from Plato’s Re- 
public) were made with the jury giv- 
ing primary consideration to the 
telegenic qualities of the programs. 
Honorable mention went to the fol- 
lowing programs: 

The Perry Como Music Hall, en- 
tered by NBC. 
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L’Aprés-Midi en Varietés, entered 
by Nippon Hoso Kysokai. 

Miniatures Choregraphiques, en- 
tered by Sowjetskoie Televidenie. 

There was apparently only one 
United States entry among the 25 
networks which took part in the con- 
test part of the festival, which has 
been organized primarily as a means 
of bringing together various segments 
of the television trade. 


COMMERCIAL CUES... 

Fred A. Niles Productions, Inc., 
of Chicago and Hollywood, is setting 
up a new merchandising division in 
the Chicago communications center. 
Howard Scaman will be creative di- 
rector, and Robert Foster sales di- 
rector. 

James Love Productions, Inc., 
opened new quarters in New York at 
2 W. 46th St. with “greatly expanded 
client operating services,” including 
a “complete creative and art depart- 
ment, a new printing and print dis- 
tribution set-up and additional ac- 
count reps.” 

Cascade Pictures of California, 
Inc., has drawn up plans for a $1- 
million expansion program. The vet- 
eran tv film commercial producer, 
through its affiliate, Seward Invest- 
ment Corp., has acquired Litton In- 
dustries, Inc., the property and build- 
ings currently housing the Westrex 
Corp. and Todd-AO. Todd-AO will 
remain in the building, but the West- 
rex Corp. will give up its space to 
Cascade in October. The move will 
reportedly enable Cascade to handle 
all phases of live-action photography, 
animation and special opticals.. Six 
sound stages will be installed. The 
company has hopes of cornering an 
even larger share of the spot tv com- 
mercials business, according to presi- 
dent Bernard J. Carr. 

Ray Patin Productions, Inc., is 
claiming a viewing record for its 
spot commercial for Sara Lee cakes, 
shown during the Motion Picture 
Academy Awards presentation on 
ABC. An estimated 80 to 90 million 
viewers saw the cartoon commercials. 
Agency was Cunningham & Walsh. 

Pelikan Productions, Inc., _live- 
action division of Pelikan Films, Inc., 
has appointed Michael Kraft sales 
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MR. KRAFT 


manager. Mr. Kraft was formerly 
vice president, sales and creative di- 
rector of Wilbur Screech Produc- 
tions. Prior to that he was president 
of his own advertising company in 
Boston. 

Fred Raphael has been appointed 
vice president and general manager 
of Filmways, Inc. He is presently 
vice president and general manager. 
Joseph L. Marone was at the same 
time appointed creative and produc- 
tion director of the company. For 
six years he has been a senior execu- 
tive producer and vice president at 
Benton & Bowles. 


SALES ... 

Procter & Gamble, off on what 
seems to be a one-shot specials spree 
in recent times, has purchased the 
rights to Hollywood: The Golden 
Years, an hour-long documentary 
produced by David L. Wolper Pro- 
ductions. The program will be pre- 
sented on NBC-TV from 7:30-8:30 
p-m. Nov. 29, pre-empting Wagon 
Train. Gene Kelly is the host of the 
special, which was produced in co- 
operation with the Motion Pictures 
Producers Association and the major 
film companies. 

Ziv-UA’s Ripcord, which is about 
free-fall sky diving, has been sold in 
close to 50 markets. Sales were made 
recently to wcpo-Tv Cincinnati, KPIX 
San Francisco and kiIRO-Tv Seattle. 
Meanwhile, Ziv-UA salesmen are 
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clearing stations for the four-state 
spread ordered by the Savannah 
Sugar Refining Co. . . . King of 
Diamonds, also distributed by Ziv- 
UA, has been sold in 145 markets. 

In the past three weeks ABC Films 
sold Consult Dr. Brothers to an addi- 
tional 12 stations to bring its market 
tally to over 30. The program can be 
scheduled as either 65 quarter-hours 
or as 195 five-minute segments. . 
wor-Tv New York has purchased 
Seven Arts Associated’s 191 Looney 
Tunes cartoons. . . . The eye-opening 
Debbie Drake Show, distributed by 
Banner Films, has been sold in close 
to 70 markets. 

“Films of the Fifties, Volume II” 
has been signed into 12 markets in 
as many days of distribution. Volume 
I, which counted 40 post-1950 War- 
ner Bros. films, has reached 85 mar- 
kets. Both are distributed by Seven 
Arts. . . . KETV Omaha has purchased 
140 Republic post-1948 features from 
Hollywood Television Service, Inc. 


PERSONNEL ... 


Charles Glett has been elected 
chairman of the board, president and 
chief executive officer of National 
Telefilm Associates, Inc. Previously, 
Mr. Glett was an officer and a direc- 
tor in National Theatres & Television, 
Inc., and a director in NTA. He be- 
gan his career in television as vice 
president in charge of television, Don 
Lee Broadcasting System in Los 
Angeles. 

Alan May and Jack M. Ostrow 
have been elected to the board of 
directors of NTA, replacing David 
J. Melamed and Samuel P. Norton, 
who resigned. 

Joseph Gantman has joined the 


Where can | take care of all 
my TV print work on a single 
order? 


At BONDED. Their print pro- 
curement service will get your 
prints to every scheduled 
point on time, on a single or- 


der from you. 
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staff of executive producer Stanley 
Rubin on General Electric Theatre 
at Revue Studios as associate pro- 
ducer in the physical-production area. 
He was previously with the produc- 
tion staff of CBS-TV’s The Defenders. 

Dr. George Andros will be technical 
advisor of MGM-TV’s Dr. Kildare 
series. Dr. Andros is an intern at the 
Los Angeles County General Hos- 
pital. . . . Red Doff has announced 
his resignation as Mickey Rooney’s 
partner and personal manager, effec- 
tive July 1. Mr. Doff had been as- 
sociated with Mr. Rooney for nine 
years. 

Richard Lewine has been named 
as a consultant to N. W. Ayer & Son. 
Mr. Lewine recently resigned as di- 
rector of special programs for CBS- 
TV. He will work with Ayer’s tele- 
vision department in the creative 
phases of programming. 

Marilyn Gold has been appointed 
public-relations director for T.F.P., 
Inc., the entertainment division of 
the Buckeye Corp. Miss Gold was 
formerly director of advertising and 
publicity for Flamingo Telefilm Sales, 
Inc. 

Joseph W. Bailey has resigned 
from Ziv-UA, where he held the posi- 
tion of vice president. Mr. Bailey was 
also former executive producer on 
Robert Montgomery Presents. . . . 
Francis D. Lyon has been signed to 
direct six one-hour filmed programs 
for 20th Century-Fox Television dur- 
ing the next year. . . . Sherril Taylor, 
senior radio-tv group head at J. 
Walter Thompson, has resigned to 
become an independent producer and 
packager of television shows. Kukla 
and Ollie, scheduled for NBC-TV 
next fall, will be the first project. 
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Gerald King has resigned as a vice 
president of Producers Studios to 
devote full time to heading the west- 
coast offices of TV Marketeers, selling 
Adventures of the Sea Hawk and re- 
runs of Waterfront. 

William Brennan, formerly a pro- 
ducer with CBS-TV and Young & 
Rubicam, has been appointed vice 
president in charge of tv program- 
ming for the Los Angeles office of 
Compton Advertising. . . . Trans-Lux 
TV has named Arthur L. Manheimer 
and M. E. “Bud” Ormond to the 
positions of western and mid-western 
division managers. 

Leslie H. Norins has been ap- 
pointed general manager of KEY-T 
Santa Barbara, following a tenure as 
sales manager of KFRE and KFRE-TV 
Fresno. Mr. Norins had _ previously 
been local sales manager of KTTV Los 
Angeles for five years. 

Robert C. Burris, whom Mr. Norins 
replaces, is becoming head of Red- 
ding-Chico TV, Inc., a new organiza- 
tion which has filed with the FCC for 
channel 9 in Redding. Richard C. D. 
Bell, a co-owner of KEY-T, and Bill 
Smullins, proprietor of extensive tv 
properties in northern California and 
with Mr. 


are associated 


Oregon, 
Burris in the venture. 


PRODUCTION... 


Vision Associates has been selected 
by the United States Information 
Agency to produce a 35mm color 
picture on the collection of Chinese 
art loaned to the United States by 
the Taiwan Government. The rt, 
which is now on exhibit at the Wash- 
ington National Gallery of Art, in- 
cludes many priceless scrolls and 
paintings, some dating back 3,000 
years, which were removed from the 
Chinese mainland by Chiang Kai- 
chek and his court before the ad- 
vance of the Chinese Communists. 
The collection is valued at $369 
million. Lee R. Bobker and Helen 
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R. Kristt are directing the film for 
USIA. 

Don Taylor is directing the first 
three episodes of The Hathaways 
which went into production last 
week. Ezra Stone is producer of the 
new Screen Gems comedy series. 

Also at Screen Gems, Lloyd Burns, 
vice president in charge of interna- 
tional operations of the company, an- 
nounced that the entire first year’s 
production of The Flintstones is be- 
ing dubbed into both Spanish and 
Japanese. . . . The series was recently 
sold to Japan and has already been 
marketed in nine other countries. 

MGM.-TV is getting an early start 
in pilot production for next season. 
The company has purchased The 
Russell Nype Show, a human interest 
comedy packaged by Mr. Nype and 
Jameson Brewer, and The Angry 
Ones, a dramatic series to be de- 
veloped by Alfred Brenner. 

Filmaster Productions has started 
plans for The Man at the Cape, series 
based on Cape Canaveral operations. 
The pilot will probably be filmed at 
the company’s Winter Park, Fla. 
studios. 

Bill Burrud Productions is ready- 
ing Passport to Pleasure, audience- 
participation-travel program, winners 
receiving trips to various distant 
locales as prizes. 

An Evening with Herbert Marshall, 
conversation-type program, is being 
taped by Baradas Productions in con- 
junction with Paramount Studios. Sir 
Cedric Hardwicke is the guest on the 
pilot. 

Highways in Melody, one-hour color 
tv special, has been purchased by 
Cities Service from Henry Jaffe En- 
terprises for telecasting over NBC- 


TV in the fall. The musical will be 
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taped at Skelton Studios. 

UPA, Inc., is planning a public 
stock issue to finance greatly ex- 
panded production. According «to 
Henry Saperstein, president of the 
company, next year’s production 
budget has been set at $7 million. To 
raise the. money, Mr. Saperstein de- 
clared that an over-the-counter securi- 
ties issue will be offered to the public 
as soon as SEC approval can be ob- 
tained. 

In addition to two theatrical .fea- 
tures and several shorts, tv plans are 
for one or two new half-hour ani- 
mated series, for a Christmas spec- 
tacular for NBC, featuring Mr. 
Magoo as Scrooge and for several 
live productions; including 104 
Frances Horwich Ding Dong shows, 
32 half-hour boxing shows and 
various other sports series. During 
the past year, Mr. Saperstein said, 
the firm produced 260 five-minute 
cartoons and grossed $2,750,000 in 


sales to tv. 


MOVIE MAVERICKS 

A national all-industry committee 
for the enforcement of the Sherman 
Anti-trust Law and the motion-picture 
decrees was established last month. 

The committee is headed. by Al 
Myrick, board chairman of the In- 
dependent Theatre Owners of Iowa, 
Nebraska and South Dakota; True- 
man Rembusch, chairman of the In- 
diana Committee for Enforcement 
of the Motion Picture Consent De- 
crees, and Richard Lochry, president 
of Allied Independent Theatre Own- 
ers of Indiana. 

The members will seek to root out 
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evidence of violations and submit 
them to the Anti-trust Division of the 
Justice Department. Violations sought 
are in the nature of price-fixing of 
admissions, and the practice of hold- 
ing pictures so long in limited show- 
ings that their box office is negligible 
by the time they get around to some 
of the smaller theatres. 


NEW STUDIO 

Creston Studios has been estab- 
lished as the parent organization for 
TV Spots, Creston Productions, 
Forcel Ink & Paint Service and Cres- 
ton Camera Service, Shull Bonsall, 
president of the organization, has re- 
vealed. Creston Studios will produce 
under its banner all future animated 
cartoons for tv, with TV Spots con- 
fining its activities to commercials. 

Currently in production are Calvin 
and the Colonel, a new half-hour 
bought by Lever Bros. and Whitehall 
Laboratories; King Leonardo, spon- 
sored by General Mills and Tootsie 
Rolls; Fractured Fairy Tales for Gen- 
eral Mills, and the first episode of 
Beetle Bailey, a new animated car- 
toon being filmed for King Features. 


WEST COAST NOTES 

Format Films, producer of ani- 
mated entertainment films and spots, 
is anticipating a gross of $4 million 
the next year, according to Herbert 
Klynn, founder and president of the 
company. This is based on sale of the 
$1.5 million Alvin show to CBS-TV, 
as well as anticipated increases in 
revenues from commercial spots, 
which totaled more than $1 million 
during the past year. 
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Playhouse Pictures is doing a new 
series of three spots based around 
its specially developed animated dogs 
for Friscies Dog Meal. 

Filmfair has opened offices in San 
Francisco to service northern Cali- 
fornia agencies and clients. . . . Ed- 
ward Everett Horton has been signed 
by Jay Ward Productions to narrate 
five Fractured Fairy Tales segments 
of The Bullwinkle Show. 


Film Commercials 
AMERICAN FILM PRODUCERS 


In production: Bulova Watch Co. (Accu- 
tron), SSC&B. 


BANDELIER FILMS, INC. 
Completed: Oklahoma City Florists Assn. 
(retail flower sales), Srago; Homelite Mfg. 
Co. (chain saws), Empire Films; More- 
thrift Plan (loans), Campbell; Oser Ex- 
terminating Co. (exterminators), Jerome 
Phillip. 

In production: Ideal Cement Co. 
mentary on making concrete prod.), di- 
rect; New Mexico Military Inst. (docu- 
mentary), direct; United Geological Sur- 
vey (documentary), direct. 


DOLPHIN PRODUCTIONS, INC. 
DOLPHIN-ROSS, INC. 
Completed: Quaker Oats Co. 


(docu- 


(Puss ’n 





Advertising iiciatny | 
of TV SERVICES 


FILM EQUIPMENT 








$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly S.0.S. CINEMA SUPPLY CORP. 

New York Citv: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES « LEASING + SERVICE 
The world’ 's largest | source for film production 
Producing, Lighting, 
Processing. ee Projection, Etc. 

SEN R GQUR HUGE CATALOG ON YOUR 

LETTERHEAD TO DEPT. 











CAMERA EQUIPMENT CO., INC. 


315 West “~ sag New York 36, N. Y. 
nm 6-1420 
LIGHTING’ “EQUIPMENT 
Motion picture and television equipment 
. generators . . . film editing equip- 
ment . . processing equipment. 
RENTALS — SALES — SERVICE 











LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 
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| Completed: General Foods (Jell-O), 
| Consolidated Food Corp. (Sara Lee cakes), 
| C&W; Hospital Trust (banking), 


Boots cat food), Lynn Baker; M. Hohner, 
Inc. (Melodica), Smith & Dorian; Roselux 
Chemical Co. (Rose-X all purpose cleaner) , 
Chalek & Dreyer; Capital Cities Broad- 
casting (promotional), direct; Peter Pan 
Foundations (Peter Pan Inner Circle Bra), 
Ben Sackheim; Curlomatic Corp. (Tip Top 
hair curlers) , Ben Sackheim. 


GRAY & O’REILLY 
In production: Gulf Oil Corp. 
Y&R; Houbigant Sales Corp. (Cheramy: 
Tub-n-Shower; April Showers), Ellington; 
Remington Div., Sperry-Rand Corp. (elec- 
tronic shaver), Y&R; Liberty Life (insur- 
ance), Merrill-Anderson; Whitehall Lab. 
Div., American Home Prod. (Dristan), 
Tatham-Laird. 


PAUL KIM-LEW GIFFORD 
Completed: General Electric (show open- 
ing), BBDO; Downyflake Foods (frozen 
foods), Smith/Greenland; Rowntree Candy 
(Kit Kat), JWT; Shwayder Bros. (Sam- 
sonite luggage), Grey; Ford Motor Co. 
(Mercury cars), K&E; National Biscuit 
Co. (Nabisco party snacks), M-E; Camp- 
bell Co. (soup), BBDO; General Mills 
(Trix), D-F-S; Schaefer Brewing Co. 
(beer), BBDO; Chase & Sanborn (instant 
coffee), JWT; Topps Chewing Gum 
(Bazooka), Wexton; Endicott-Johnson 
Corp. (shoe sales film), Hicks & Greist; 
U. S. Steel (inner springs), BBDO; De- 
fense Department (Armed Forces Day), 
direct; Post’s Div., General Foods (40% 
Bran flakes), B&B; Remington Div., 
Sperry-Rand Corp. (electric shavers) , Y&R. 
In production: Warner Lambert Prod. 
(Fizzies), Lambert & Feasley; General 
Mills (Trix), D-F-S; Labatt Importers 
(beer), JWT; National Aeronautic & 
Space Admin. (Project Mercury), direct; 
Post’s Div., General Foods (Alpha Bits), 
B&B. 


RAY PATIN PRODUCTIONS 
Y&R; 


(gasoline) , 


Creamer, 
Trowbridge & Case. 

In production: Carling Breweries (beer), 
Lang, Fisher & Stashower; Sawyer’s, Inc. 
(Tru-Vue Viewmaster), Richard G. Mont- 
gomery; National Sugar & Refining Co. 
(Godchaux sugar) , Fitzgerald. 


| TELEPIX 


Completed: Toyota Motor Distr. (Tiara 
automobile: Band), Compton; Desmond 
Bros. (Deft wood finishes), Larson; Para- 
mount Savings (money), J. W. Raymond; 
Max Factor & Co. (lipstick, eye shadow), 


direct; HumKo Products (cooking oils), 
Simon & Gwynn; Bourns Laboratories 


*K 


(masters =< duplicates) 


film strips 


from art, transparencies & negatives 





full color, b. & w., diazo-color 


slides * 


any size & style 
from art, transparencies & negatives 


WaAtkins 44-8573 


bebell « bebell 


COLOR tABORATORIES 


(potentiometers), direct; P.I.P.E. (Plumb- 
ing Association), Olen; Council of Cali- 
fornia Growers (farming), direct. 

In production: Landreth Ind. (freight car 
liners), Zed R. Daniels; Max Factor & Co. 
(make-up), direct; First American Bank 
(banking), Noble-Dury; Frank Stranahan, 
Champion’s Formula (food supplement), 
direct; Council of California Growers 
(farming), direct; Eldon Ind. (toys), 
GB&B; Robert Chapin (travel), direct; 
Toyota Motor Distr. (Tiara automobile: 
Desert), Compton; Keith Ind. (pumps), 
direct. 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: BC Remedy Co. (BC tablets 
& powders), Knox Massey; Golden Press, 
Inc. (Golden illustrated dictionary), di- 
rect; B. T. Babbitt Co. (Bab-O), GMM&B; 
Television Bureau of Advertising (buy 
brand names), Wexton; Outboard Marine 
Corp., Lawn Boy Div. (Lawn Boy mower), 
EWR&R; Knomark Co. (Esquire shoe 
polish), Mogul Williams & Saylor. 

In production: BC Remedy Co. (BC tab- 
lets powders), Knox Massey; Gold 
Medal Co. (Bonomo’s candy), Mogul Wil- 
liams & Saylor; Golden Press, Inc. (home 
& high-school encyclopedia) , direct. 


TRANSFILM-CARAVEL, INC. 

Completed: Foremost Foods (Foremost 
meats), Weightman; Mennen Co. (Brake), 
Grey; P. Lorillard Co. (Old Golds), L&N; 
Genessee Brewing Co. (Genessee beer), 
McCann-Marshalk; Continental Baking Co. 


(Wonder bread), Bates; U. S. Steel 
(“Cape Canaveral,” “The Enterprise”), 
BBDO; Goodyear Rubber Co. (tires), 
Y&R; Schick, Ine. (electric razors), 
NC&K; Pepsi-Cola Co. (Pepsi-Cola), 
BBDO; Colgate-Palmolive Co. (Fab), 
tig Greyhound Corp. (Greyhound bus), 
Grey; Philips Van Heusen Co. (Van Heu- 
sen shirts), Grey; Schaefer Co. (Schaefer 
pen), BBDO; Johnson & Johnson (baby 


products), Y&R; 
(Muriel cigar), L&N. 

In production: Pepsi Cola Co. (Pepsi 
Cola), BBDO; U. S. Steel (high voltage 
towers), BBDO; Lionel Corp. (Lionel 
trains), Grey; Minute Maid Corp. (orange 
juice), Bates; Whitehall Labs Div., Ameri- 
can Home Prods. (Bisodol; Infra-Rub), 
SSC&B; General Electric (refrigerators), 
Y&R; P. Ballantine & Sons (Ballantine 
ale), Esty; Ford Motor Co. (Mercury 
cars), K&E; Crown-Zellerbach (Zee tow- 
els), C&W; Nestle Co. (Nescafe), F. H. 
Hayhurst; R. J. Reynolds (Camels), Esty; 
Boyle-Midway (Sani-Flush), Bates; G. R. 
Kinney Corp. (Kinney Frank B. 
Sawdon. 


Consolidated Cigar Corp. 


shoes), 


color photostats * 
paper-base or acetate 


(6-hour service available) 





white, black, colors 
line cels 


opaque subjects 
on perfectly transparent acetate 


* 


106 W. 24th St... New York 11 





Cabtes: Labsbebell, N.Y. 
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SPACE DECISIONS. The whole sub- 
ject of international television and 
space-communication satellites, which 
was the subject of this column in the 
last issue, has received additional 
impetus by several Government de- 
cisions. The Radio Corp. of America 
received a contract from the National 
Aeronautics and Space Administra- 
tion to construct the relay experi- 
mental communications satellite to 
test the feasibility of global communi- 
cations in the field of telephone, 
telegraph and television. 

A few days later the Federal Com- 
munications Commission decided that 
only firms already involved in inter- 
national communications 
should be permitted to participate in 


systems 


the program to operate a communica- 
tions satellite. This was a disappoint- 
ing decision for many firms such as 
General Electric, Phileo, Lockheed 
Aircraft and General Telephone 
which had hopes that because they 
made some of the hardware to be 
used in the system they could become 
part of a team that would operate 
the space-communications system. In- 
stead the FCC upheld a position ad- 
vocated by the American Telephone 
& Telegraph Co. 

But AT&T’s victory is only partial, 
since the award to RCA gives that 
company a lead in some of the know- 
how and experience in the field—an 
advantage that may be short-lived 
when matched against the knowledge 
that the Bell System already has in 
the area of space and communica- 
tions, 


INVESTOR IMPORT. For the tv-elec- 
tronics investors the whole develop- 
ment has a special significance, since 
in both the period of development 
and the period of fruition the whole 
burden 





and most of the profits—of 
what may prove to be one of the most 
expensive programs in the nation’s 
history will be on their backs. 

At present it is estimated that even 
without international television the 
volume of overseas communication is 
increasing about 20 per cent annual- 


Wall Street Report 





ly. The Bell System operates over 
500 telephone grade circuits for over- 
seas communications, and by 1965 
it is estimated that twice that num- 
ber will be required and double that 
number again by 1970, and that by 
then overseas television should also 
be functioning—boosting the cir- 
cuitry demand again. By 1980-the 
calculation is that there will be 10,- 
000 phone circuits needed and an 
additional 2,000 for specialized type 
communications such as_ business 
computing machines, not to mention 
television and other communications 
projects. 

The circuitry demand cannot be 
satisfied by conventional means. Only 
the possibility of using satellites to 
amplify the signals will enable these 
demands to be met. And it is in the 
approach to the satellite problems 
that there is a gulf between RCA and 
AT&T. RCA supports the use of high- 
altitude or synchronous satellites, 
while AT&T favors medium-altitude 


satellites. 


RCA APPROACH. [n the RCA ap- 
proach a synchronous satellite would 
be placed in orbit 22,300 miles out 
in space at a speed and orbit syn- 
chronized with that of earth. To 
facilitate the system there would be 
three satellites involved in this orbit. 
This system would link the major 
international communications areas 
of both the eastern and western 













































hemispheres. 

The satellites would carry relay 
equipment to receive, amplify and re- 
transmit signals between ground sta- 
tions in various parts of the world. 
Each satellite could have an initial 
capacity equal to 1,000 two-way tele- 
phone circuits. 

The Bell System, on the other hand, 
plumps for a medium-range satellite 
system—in a range of 5,000 to 8,000 
miles in space. The satellites, some 
25 to 50, would be fired into space 
to form a continuous chain or net- 
work of satellites. All these satellites 
would be equipped with solar cells to 
power the amplifiers and would be 
designed to operate for a considerable 
number of years. 
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Broadcast properties are not priced on a “brick and 
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Features (Continued from page 34) 


were working together on WCBS-TV 
New York they evolved a complex, 
yet flexible, system for competitive 
booking and promotion. 


Unclassified Guide 


Although some of the gimmicks 
and exact methods used are classified, 
the following general guide is not: 

e@ Careful track of all ratings is 
kept and a study of them made in 
order that the appeal of the feature in 
question may be closely estimated 
for a given market at a given time. 
As in the game of bridge, the idea is 
not to play a card higher than you 
need to take the trick. 

@ Though films are scheduled al- 
most a month in advance in most 
cases, every effort is made to tie in 
with newsbreaks, both local and 
national. There have been special 
“best seller week,” 
featuring movies made from novels, 
John Wayne 


academy award weeks” and a 


campaigns—a 


week-ends, “major 


“salute 
to Gable.” These are, incidentally, 
much more than p.r. ploys—CBS 
o&o’s have rarely made the mistake 
of overselling and underrating their 
audience. The Gable week, for ex- 
ample, started with his earliest pic- 
tures, made with Jean Harlow, and 
traced the career of the actor. 

@ Special attention is paid to holi- 
day and week-end bookings. 

e@ Films are rotated very care- 
fully from Late Show to Early Show 
to Late Late Show. 

@ Flexibility and immediate pro- 
gramming needs take precedent over 
any prescribed set of rules. 

This last point is italicized in all 
dealings between the division and its 
stations. For example, the RKO pic- 
tures were bought by Philadelphia 
but by none of the other o&o0’s. MGM 
pictures were bought by all stations 
except Los Angeles and Philadelphia. 
All five stations bought the post-’48 
Columbia feature package, whereas 
Philadelphia alone added the Warner 
post-"48s. 

The CBS stations, more foresighted 
than many others, have planned 
ahead and well ahead in laying in 


inventories of feature films against 
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the lean years. They are good for at 
least another year. But again, no 
exact figure on inventory is available, 
nor will be available. It stands to 
reason that if a distributor knows 
you need, or will soon need, to re- 
stock your shelves, he may be in- 
clined to hold out for higher prices. 

Partly for this reason the distribu- 
tors have found fresh ammunition in 
recent years in the ratings pulled by 
feature films. You hear it over and 
over: “They used to buy us because 
we were cheap program guarantees; 
now they buy us for the ratings. 
Our new packages can beat anything 
going.” 

To an extent this is true, at least 
in time zones west of New York 
City. A recent run of All the King’s 
Men in Rochester swamped all com- 
petition. So also The High and the 
Mighty, from Seven Arts, which rang 
the Arbitron bells in the midwest. The 
new bundles of feature films have an 
undeniable electronic box office. In 
this connection, the distributors often 
get a twinkle in their eye when they 
talk about the general decline of 
television fare across the nation. It 
gives feature films one more sales 
tool at a time when feature films 
need every sales tool they can find, 
owing to the depletion of inventory 
and the new “austerity” method of 
selling adopted by all distributors 
(save for a few cutthroats who are 
roundly cursed by the bigger com- 
panies). 


Increased Prices 


Distributor profits have been cut 
into heavily by the increased prices 
charged by the major movie com- 
panies. The average film now costs 
the distributor nearly 200 per cent 
more than previously; the film com- 
panies are not parting with their 
dwindling product easily, and the 
distributors are not making up 
the difference in the prices they get 
from the increasingly sophisticated 
and hard-bargaining stations. With 
the profit margin so drastically cut, 
the distributors have trimmed their 
sales staffs and made the sales opera- 
tion mere efficient, freelance and 
cunning. 


Returning to the availability of 
feature films in the future, and a 
more precise breakdown of what 
post-’48s are currently on the market: 

MGM has released 30 of its ap- 
proximately 360 films. 

Warner Bros. has let go some 122, 
which Seven Arts has broken into 
three packages of 40, 41 and 41. 
Warner has another 160. 

20th Century-Fox, of its 500-plus 
films, has placed 88 in the capable 
hands of Seven Arts (they are not yet 
on the market but are reportedly 
loaded with a lot of median product). 
20th-Fox’s package of 30 post-’48s 
has been the most notable coup with 
its network sale to NBC. 


Paramount Hold-out 


Paramount, with some 250 films on 
the books, has no post-’48s on the 
market and is probably holding out 
either for pay tv (in which it has 
a sizable interest) or for higher 
prices. It will be recalled that the 
company got the big prices by hold- 
ing out on its pre-48s, but many 
distributors today say the company 
is cooking its own goose by trying 
the same tactic again. But other, less 
biased observers hold that Paramount 
will get its prices one way or the 
other. 

Columbia has released 275 post- 
48s (out of 528 total), some 200 of 
which have been purchased by the 
CBS stations for a reported $12 mil- 
lion. 

Allied Artists, with nearly 400 films 
made, has more than 100 which 
have not yet been released. 

Universal has done so well in the 
theatres that is has not felt the pinch 
to release any of its nearly 400 post- 
°48 motion pictures. 

RKO has let go all of its 200-odd 
pictures, and Republic has sold all 
its product, including its 123 Gene 
Autry-Roy Rogers films to MCA-TV. 

United Artists with over 400 films, 
doles them out in packages of 30 as 
fast as the market absorbs them. 

Samuel Goldwyn has about 60 pre- 
and post-’48s, but he refuses to re- 
lease any of them (about half are 
of top quality) until he is assured 


(Continued on page 67) 





























“Me look 
| . worried, 
» 4 Mrs. Grymezyk?” 
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“Well, if I do it’s because I am worried. 


“You see I run the promotion that puts across the 
basic impression of our medium to advertisers. 
It does, too— gets us business. 









“But that’s just the basic impression. We've got 
at least nine other reasons why advertisers 
should go along with us. Sure, our salesmen 
may have mentioned them all at various times, 
but how much will buyers remember 

when they're ready to buy? 




























“T’ve got the awful feeling that advertisers 
all over are buying our competition for some 

of these other reasons when we actually have 
better values to offer on the same points. I can’t 
put all of them in our impression promotion — 
how am I gonna’ tell them? See what I mean?” 





“I’m not sure I do, Mr. Jones. But I do know 
this —I clean two agency offices in this building, 
and very often when those men are working 
late, they’re always looking things up 

in a book just like that.” 


“Oh, that! STANDARD Rate. Sure, we have 
an ad in there with our basic im----- 
HEY... wait a minute! .,. 



















“That’s it, Mrs. Grymczyk! That’s the place to 
put all our good points. Every last one of them. 
Why I can anchor my whole story here where all 
our prospects have to look before their schedules 
are frozen. Thanks a million, Mrs. Grymczyk.” 


With competent, strategically placed 
information in SRDS 


YOU ARE THERE 
Selling by helping people buy. 


SZDS Standard Rate & Data Service, Inc, 
the national authority serving the media-buying function | | 












C. Laury Botthof, President and Publisher @ 
5201 OLD ORCHARD ROAD, SKOKIE, ILL.—YORKTOWN 6-8500 





Foote (Continued from page 41) 


headed by Jack Simpson, who does 
all the network buying. The outdoor 
department, centralized in Chicago, 
functions outside the media group as 
well. “The buying of outdoor and net- 
work is another area,” Mr. Gerhold 
said, “to be handled by functional 
specialists.” 

“The media department can recom- 

mend program categories or the 
nature of the buy, e.g., daytime, eve- 
ning or frequency of the show, to the 
programming department. But the 
function of the media department it- 
self is the buying and servicing of 
local broadcast and print, along with 
media planning—that is, the manner 
in which the budget is to be broken 
- 
On the subject of which depart- 
ment has more voice the agency still 
tries to retain the Albert Lasker (erst- 
while partner of Lord & Thomas) 
philosophy that each department 
within the agency should have equal 
power. 

Some agencies like to train their 
men on the company line. On this 
point Mr. Gerhold takes a firm op- 
posing stand. “Media departments 
suffer from being too staid. Agencies 
want to hold their men. This pro- 
duces stagnation and no advancement 
for the young crop. At FC&B we 
think that the people we want should 
put advertising first, then media—in 
other words, we want bright, creative 
and inventive people. Turnover is 
good. It keeps the bright boys in 
action.” 

The media departments in each of 
the agency’s offices are generally 
alike. However, in comparison to 
Chicago, the New York office appears 
to be more advanced in its theory of 
specialized buyers headed by ll- 
media men. “Each department is 
autonomous functionally,” the na- 
tional media head pointed out. “And 
there is no butting in on each other’s 
affairs. Each year we have a confer- 
ence once or twice with our top media 
and research executives around the 
country on current problems and ad- 
vancements in media.” This confer- 
ence seems similar to other agencies’ 


executive planning groups. 
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Paul E. J. Gerhold 


Frank J. Gromer Jr. 


Charles B. Hofmann 


Robert Itzkin 
Walter Reed 
Martha Sykes 
Alfred Cohen 


Peter M. Bardach 


Jeffrey Dene 


Arthur S. Pardoll 


Michael Keenan 


George Patterson 


Lewis Haber 


Richard C. Pickett 


Robert Rowell 
Alvin Kalish 
Angela Castro 
Edward Barz 
Betty-Ann Morse 


Emily Schultz 


Media Department: 
Foote, Cone & Belding, N .Y. 


Title 


Vice president and 
national director of 
media and research 


Vice president and 
director of media 


Associate media 
director 

Print buyer 
Broadcast buyer 
Assistant buyer 
Assistant buyer 


Media supervisor 


Print buyer 


Associate media 
director 


Print buyer 


Broadcast buyer 


Assistant buyer 


Media supervisor 


Broadcast buyer 
Assistant buyer 


Lever Bros. coordina- 
tion unit supervisor 
Coordinator of media 
services 

Media research 
supervisor 


Estimating supervisor 


Account 


Angostura, Calumet, D- 
Zerta, Min. onions, Min. 
potatoes, TWA, Rhein- 
gold, Walter Baker Prod. 
Angostura, Rheingold, 
TWA 

Angostura, Rheingold, 
TWA 

Angostura, Rheingold, 
TWA 

Angostura, Rheingold, 
TWA 

Calumet, D-Zerta, Min. po- 
tatoes, Min. onions, Wal- 
ter Baker Prod. 
Calumet, D-Zerta, Min. po- 
tatoes, Min. onions, Wal- 
ter Baker Prod. 
Calumet, D-Zerta, Min. po- 
tatoes, Min. onions, Wal- 
ter Baker Prod. 

Clairol, Equitable, Gulis- 
tan, Imperial, Pepsodent, 
Savarin 
Clairol, Equitable, Im- 
perial, Pepsodent 

Clairol, Equitable 
Clairol, 
perial, Pepsodent 


Equitable, Im- 
Gulistan, Savarin, Im- 
perial and Pepsodent 
(b’cast only) 

Gulistan, Savarin, Im- 
perial, Pepsodent 
Savarin, Im- 
perial, Pepsodent 


Gulistan, 


All accounts 
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TELEVISION AGE 


s briefly noted in Tele-Scope last 
issue, spot television has been 
attracting a relatively young and 
growing line of advertisers to its 
ranks—the manufacturers of office 
copying machines at prices generally 
starting around $100. At first thought, 
it would seem that spot might be an 
extremely wasteful medium for a 
client interested in reaching only 
office managers; secretaries and the 
like. Wouldn’t a direct-mail or busi- 
ness-magazine campaign be more 
effective? 

Account men at J. Walter Thomp- 
son Co., handling Eastman-Kodak’s 
Verifax copier, and at Erwin Wasey, 
Ruthrauff & Ryan, handling Minne- 
sota Mining’s Thermo-Fax machine, 
both agreed that while other media 
might do a better job of singling out 
prospects, television had advantages 
that others couldn’t match. 

“We've had remarkable 
with our commercials on The Ed 
Sullivan Show,” said a JWT execu- 


tive in explaining why Verifax re- 


results 


cently began running spots adjacent 
to Jack Paar in New York. “There’s 
something about seeing the machine 
actually turn out a copy before your 
eyes in a few seconds that has made 
tv one of our chief sources of leads 
—and, in this business, getting that 
lead to follow up with an in-person 
demonstration is the way you have 
to sell the product.” 

Thermo-Fax, which has been get- 
ting network exposure for several 
years via sports shows and similar 
tried 
spot initially last year when it bought 
Open End and various business-news 
telecasts. Excellent results were ob- 


male-audience programming, 


a review of 
current activity 
in national 
spot tv 


tained from an hour-long documen- 
tary on Castro and Cuba in New 
York, with similar spot buys recently 
spreading into other markets. “This 
isn’t to imply that spot at any time 
of day would be a proper buy,” said 
a spokesman, “or that spot alone 
would form a complete advertising 
approach. But, used in conjunction 
with our other advertising, and by 
selecting programming that appeals 
to likely 
medium is more than paying its own 


prospects, we find the 


way.” 

One argument for using tv now, 
one account man reported, is that 
“nearly any small business can use 
at least one desk-top copier. You find 
them in garages, stores, doctors’ of- 
fices—everywhere. And the people 
who own these businesses watch tele- 
vision . . . often far more than they 
read magazines or the daily paper. 
For the money, there’s no doubt you 
can make a much more impressive 





George M. Rogers Jr. was named 
vice president and general manager 
of Product Services, Inc., moving to 
the agency after 11 years with NBC- 
TV. Most recently he was manager 
of the Jack Paar and Dave Garroway 


programs. 
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REPORT 


showing in spot tv than in a local 
newspaper.” 

This matter of making a showing 
—particularly to aid the local dealer 
—is highly important to the adver- 
“The 


about tv, and about the prospects 


tiser: trade is very excited 
who call for demonstrations after the 
commercials run.” Both companies, 
along with other makers of duplica- 
tors and similar office equipment, 
furnish films to local dealers who can 
purchase their own air time. 

“We're not interested solely in 
office managers,” said the Kodak ex- 
ecutive. “Sometimes a sale can start 
with a clerk who gets tired of typing 
carbons; we’re after that initial spark 
of interest.” Under consideration at 
the agency was the question of 
whether Verifax would continue to 
keep its tv money in Eastman-Kodak’s 
network program next season, when 
the firm moves from Ed Sullivan to 
Walt Disney’s Wonderful World of 
Color show on NBC. A decision that 
the Disney program might reach an 
audience overweighted with children 
could result in a separate network 
buy—or more spot schedules. 

Among current and upcoming spot 


campaigns from advertisers and 


agencies across the country are the 
following: 


AMERICAN DAIRY 
ASSOCIATION 
(Campbell-Mithun, Inc., Chicago) 
Having used two weeks of spot early in 
May to kick off the ice-cream season, this 
organization plans a similar drive in 
September, with two weeks of prime-time 
spots running in about 35 scattered 
national markets. Media director Clay 
Rossland is the contact. 
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REASONS WHY 
FELIX THE CAT 
IS THE BEST 
NEW CARTOON 
ON THE AIR! 


No coincidence that there just 
happen to be 260 episodes 
(four minutes each) in the 
Felix package . .. each 
episode visible and audible 
proof that this is the cartoon 
show for youngsters. 


Produced in 1960-61 in full 
color . . . Felix is his own best 
salesman. See him in action 
and picture him on your sta- 
tion. If contests and give-aways 
with merchandise interest you, 
get ready for a deluge in the 
mail department! 


Felix is made for youngsters. 
You'll have more moppets 
staring at your channel when 
the world’s most famous feline 
becomes your cat. 


CALL OR WRITE 


TRANS-LUX 
TELEVISION CORP. 
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Buyers’ Check List 


New Representatives 

WGAN-TV Portland, Me., appointed 
Blair Television Associates as its 
national sales representative, effec- 
tive immediately. 

wMuR-Ttv Manchester, N. H., ap- 
pointed Young-Tv as its national 
sales representative, effective imme- 
diately. 


Rate Increases 

ABC: 

wesi-tv Columbus, Miss., (non- 
afhliate), from $100 to $125, effec- 
tive May 28. 
NBC: 

wsEE Erie, Pa., from $250 to $275, 
effective May 15. 











BEECH-NUT LIFE SAVERS CO. 
(Young & Rubicam, Inc., N.Y.) 


After testing for about a year, STRIPE 
chewing gum is currently expanding into 
a number of markets, with kid-show 
minutes scheduled for the balance of the 
year. Local personalities are used to 
pitch the diagonally-striped sticks of 
packaged gum, available in several 
flavors, to the youngsters. Gene Grealish, 
assisted by Sylvia Barbieri, is the 

buying contact. 


BRISTOL-MYERS CO. 


(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

Adding to the BAN schedules set in 
mid-April, about 30 markets got new 
placements of nighttime minutes early 
this month, with the spots to continue 
through the hot weather. Larry Cole 
is the timebuyer. 


E. L. BRUCE CO. 

(Stahl & Lewis, Inc., N. Y.) 
Another new advertiser to television in 
New York is this manufacturer of 
BRUCE-CORALOC swimming pools, 
low-cost pre-fab pools that moved into the 
medium at the middle of May with 15 
spots per week on four stations— 
WNBC-TV, WPIX, WOR-TV and WNTA-TV. 
Results from the first two weeks of the 
campaign were reported astounding, and 
the advertiser looks for continued success 
during the balance of the 10-week 

push. Two-minute films were used at first, 
with one-minutes substituted once the 
initial impression was made. Adjacencies 
to feature films are employed. As the 
company has national distribution, 
sustained good results could spark a 
multi-market drive next spring—particularly 
in eastern markets where there is not the 
saturation of pools found out west. Office 
manager Robert Franklin is the contact. 


BURGERMEISTER BREWING 
co. 
(BBDO, San Francisco) 


A new campaign based on the theme of 
“the beer for refreshing people” is 
currently getting under way in top markets 





throughout California, New Mexico, 
Nevada, Arizona, Oregon and Hawaii. 
The schedules are in conjunction with 
regional magazine and outdoor placements. 
Media director Lloyd Prosser is the contact. 


CALIFORNIA OIL CO. 
(BBDO, New York) 
As noted here April 17, CHEVRON 


returns about issue date with its usual 
summertime drive in its major east 
coast markets. Six weeks of minutes, 
20’s and ID’s go to reach the 
vacationing driver. Marv Shapiro is 
the timebuyer. 


CHEMICALS, INC. 
Div. B. T. Babbitt, Inc. 
(Garfield, Hoffman & Conner, Inc., 


San Francisco) 

For VANO liquid starch, this firm gets 
schedules of ID’s under way this week 
in a handful of western markets. The 
placements will run five to 10 weeks, 
depending on the area. Media director 
Frances Lindh is the contact. 


COLGATE-PALMOLIVE CoO. 
(McCann-Erickson, Inc., N.Y.) 


In one of its last major buys for 

AJAX before the account moves to 
another agency next month, M-E set 

52 weeks of night minutes in non-prime 
time slots in a large group of scattered 
national markets. The schedules start 
early in July. Larry Levy is the timebuyer. 


J. COLONNA BROS. 
(Gardner Adv. Co., N. Y.) 


Having just ended an eight-week campaign 
on wnsc-Tv in New York, this maker of 
food specialties found results gratifying 
enough to contemplate a similar campaign 
this fall. Minutes, 20’s and ID's in 
frequencies of 26 spots per week were 
used. Distribution is primarily in New 
York and New England, but goes west 
to Pittsburgh and south to Baltimore. 
Media director Wey Symmes is the contact. 
(Continued on page 60) 


When you buy 


KCTV, SAN ANGELO 


) San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© F xc, san ancno A 


J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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The Buyer Talks About .. . 
FEATURE FILMS 


We hear and read much in the trade these days of the difficulties facing 
stations which rely heavily on feature-film programming. There appears 
to be a shortage of films to buy, and a high price on those which are 
available. Additionally, the NBC-TV films which will be shown in prime- 
time on Saturday night next season, it’s reported, will have an adverse 
effect on less important films offered to viewers. [For TELEVISION AGE’s 
look at these and other facets of the feature-film business, see page 
31—Ed.] 

From a buyer’s viewpoint, however, what will happen to feature pro- 
gramming at the end of another few years is unimportant. Right now, 
participations in films are available—and the question is only one of to 
buy or not to buy? 

Features have a primary advantage, to be sure, and that’s their allow- 
ance of minute commercials (or even longer copy if need be). Certainly 
there are other places where minutes can be run: ‘there’s daytime, if 
you're interested in a predominantly female audience that doesn’t include 
the working girl; there’s early evening, if you're after the youngsters, 
and there’s always syndicated programming of sime kind available in 
the time periods to attract a mixed adult audience. But, assuming that 
the product you’re buying for is interested in that mixed audience (rather 
than the housewives or kids), syndicated shows have their drawbacks. 
One is that most syndicated programs are usually on the fourth-ranked 
station in the market; another is that they’re often available only on 
alternate weeks—which isn’t too good if you're interested in a short, 
hard-hitting campaign. 

This isn’t to imply that feature films should be bought by default. 
They provide an adult audience for the advertiser’s message of minute- 
length, and you can buy as many spots as you want in a set period. 
While prices are not cheap in late-night movies (what in television is?), 
the spots can be used to apply to package plans that may mean some 
dollars saved. 

What about ratings? Are fewer viewers tuning in to movies than 
previously? From the promotion material which arrives daily, movies 
seem—if not better—at least as strong as ever. The feeling here, as one 
who keeps an eye cocked toward “tonight’s Late Show film,” is that a 
good movie will attract a good-sized audience; a second-rate one will 
capture a smaller audience, and even the film run and re-run again and 
again will hold the insomniacs. 

Even the most highly touted, expensive, newest package of feature 
films contains a sampling of “major” films and a great many of lesser 
quality. Unfortunately for the buyer, many stations still resort to running 
the big ones during rating periods, and then filling in the rest of the 
month with the poorer shows. As no station could afford to announce its 
film line-up far in advance and let the buyer pick and choose the nights 
he wanted, you take a chance that your spot schedule will be included in 
as many good as bad pictures. Since audience tastes differ, and what one 
viewer thinks is bad another thinks is good, it usually works out that the 
chance pays off. 

As to NBC’s movies in prime time, it doesn’t seem from this corner 
that they’ll make viewers tired of too many movies. Good films on the 
network might make stations program better pictures in order to com- 
pete. Bad films on the network will turn the audience to a competing 
channel while the films are on, and the viewers will then look forward 
to a movie when network service ends. 
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DOMINATES 
THE 
EL PASO 


MARKET 


2 tO 1 


The March, 1961, ARB shows 
that KROD-TV leads in total 
homes reached in 327 out of 
494 surveyed quarter-hour 





segments. 


This means that KROD-TV 
is the ‘‘dominant’’ station 
66.2% of the time in the 
nation’s 46th city and in the 
adjacent trade area of West 
Texas and New Mexico. 


KROD-TV has been domi- 
nant in E] Paso on every 
audience study since 1952. 


KRODoTV 
FIRST IN EL PASO 
BuY [hy] 


to sell West Texans... 
Get 34% of New Mexico to boot 


RIGG 


A 'AUGHN 


STATION 


KROD-TV mvEs- sv xOSA ATV 


EL PASO cue ESSA MID. ANE 


— STATIONS 1 WATIONAL REPRESENTATIVE 
3 eu MARKETS THE BOLLING COMPANY, INC. 


Jack C. Vaughn, Chairman of the Board 
Cecil L. Trigg, President 
George C. Collie, Nat. Sales Mer. 
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Stanley Schloeder, Alfred G. 
(Giff) Eager and John P. Altemus 
were named account executives in 
the New York headquarters of the 
recently formed Storer Television 
Sales, Inc., while Sam L. Eadie, 
Charles M. Lieber and Julian P. 
Kanter were added to the represent- 
ative’s Chicago office in similar posi- 
tions. 

Mr. Schloeder was formerly with 
WCBS-TV and WNEW-tv New York, 
and before that with the Katz 
Agency, Inc., as well as several ad- 


vertising agencies. Mr. Eager served 
Edward Petry & Co. for five years, 





+ 
SCHLOEDER ALTEMUS 


and previously was with the George 
P. Hollingbery Co. Mr. Altemus, 
with Paul H. Raymer Co. for the 
past six years, formerly was at 
wasc-tv New York and WCAU-TV 
Philadelphia. 

Mr. Eadie sold for wen-tv Chicago 
most recently, but was formerly 





LIEBER KANTER 


Rep Report 


with Weed Tv Corp. and Peters, 
Griffin, Woodward, Inc. Mr. Lieber’s 
background has been outside the 
broadcasting field; he sold for the 
past 18 months in the Chicago office 
of the Curtis Publishing Co. and 
was previously account supervisor 
for the outdoor advertising firm of 
Foster & Kleiser. Mr. Kanter was 
with Peters, Grifin, Woodward, Inc., 
for two years, formerly having been 
with wBBM-TV Chicago. 

Arthur C. Elliot, eastern sales 
manager of Harrington, Righter & 
Parsons, Inc., was elected a vice 





MR. ELLIOT 


president of the company. He joined 
the firm in late 1960 after eight 
years—the last two of which as east- 
ern sales manager—with CBS Spot 
Sales. 

Paul D. Campbell, formerly an 
account executive for Venard, Rin- 
toul & McConnell, Inc., was named 
to the sales staff of Avery-Knodel, 
Inc., working from the representa- 
tive’s New York office. Mr. Camp- 
bell’s background includes seven 
years with J. Walter Thompson Co. 





Gerald D. (Gerry) Drucker joined 


the New York television sales staff 
of the Katz Agency. He was last 
with Ziv-United Artists. 





MR. DRUCKER 
C. Joseph Gavin joined the New 
York sales staff of Blair-TV, coming 
to the firm from the network sales 





MR. GAVIN 


division of NBC, where he handled 
participating-program sales. Before 
the network post, Mr. Gavin had 
been in the agency field for seven 
years, working principally in media 
at Cunningham & Walsh, Inc. 











Like to know how your product stacks 
up with the competition in five big 
™ markets? Chances are we can tell 
you.TvAR Brand Comparisons mea- 
sure major categories every 6 months. 
oT N) y, Another unique service of... 


@ TELEVISION ADVERTISING REPRESENTATIVES, INC. 
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Profile, 


erbert Zeltner, media director at 
Lennen & Newell, Inc., says, 
“Let’s have less of the futile promo- 
tion and selling by media which cen- 
ters on taking uninformed potshots 
at other media types to the detriment 


of all. Instead, why not concentrate 
more of the considerable media pro- 
motion and research money avail- 
able to widening our horizons in 
regard to how broadcast on the one 
hand and print on the other really 
work to produce selling action.” 
Mr. Zeltner is concerned with the 
increasing tendency on the part of 
print and broadcast organizations to 
needle each other with emotional and 
inaccurate charges and _ counter- 
charges. “One of the most serious 
drawbacks to this type of activity,” 
he warns, “is that the people re- 
sponsible for media promotion and 
sales direction lose sight of the grow- 
ing sophistication of agency and ad- 
media~ people. It 


vertiser really 





sense for the media 
themselves to conduct their selling 


make 


doesn’t 


efforts on a much lower intellectual 
plane. It’s much like using first- or 
second-grade readers for high-school 
courses. 

“Shedding light on such areas as 
tuning versus viewing, or measuring 
the relative effectiveness of full spon- 
sorship versus participations in buy- 
ing network, would certainly be good 
starting points for work within the 





television industry,” the 31-year-old 
media director advises. 

Asked who should most properly 
undertake projects of this type, he 
replied, “The individual stations, the 
networks and their various associa- 
tions. Maybe some very real industry- 
wide cooperation is required to 
finance and undertake ventures of 
this magnitude.” 

Mr. Zeltner suggested that these 
various groups might be less hesitant 
to start activities of this sort if they 
were aware of how ineffective much 
present media promotion is, and if, 
on the other hand, they realized how 
vital the answers to certain basic 
questions really are. Individual agen- 
cies and advertisers are a great deal 
less able to initiate studies of this 
type because of the diversity of their 
advertising interests. 

Living in Manhattan with his wife 
and young son, Mr. Zeltner, in addi- 
tion to his duties with Lennen & 
Newell, is president of the New York 
Advertising Media Planners. 





at WGY |. tn difference 


between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 
to WGY for its personality 





programming.* From sign on 











to sign off....WGY sells. 


*Charles John Stevenson, one of radio’s 
truly “‘old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 

810 KC, 


WGY:: i: 


A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry !. Christal Company 





982-21 
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ATTENTION 
TIMEBUYERS: | 


KTRE-TV, Lufkin, Texas has one of the | 
highest ARB share of audience in the | 
U. S. | 


93.4 


sign-on to sign-off Sunday through | 
Saturday (ARB, MARCH 1960) 


KTRE-TV is recognized by national ad- | 


vertisers as a necessary network buy. | 


| 
KTRE-TV has a full network lineup with | 


the best of NBC, CBS and ABC. 


Ask today for availabilities around 
these top rated shows. 


Call Venard, Rintoul & McConnell, 
Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


oe a4 


RICHMAN LEWIN 
Vice President & General Manager 
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Account 


American Airlines surprised 
rumor-spreaders along Madison Ave- 
nue by placing its $6-million account 
at Doyle Dane Bernbach, Inc. The 
account, which is leaving Young & 
Rubicam, Inc., was thought to be 
headed toward BBDO, due to some 
close personal relationships involved. 

Vic Tanny Enterprises, Inc., named 
Kastor Hilton Chesley Clifford & 
Atherton, Inc., to its $2-million ac- 
count, reportedy in an effort to up- 
grade its image. Stahl & Lewis Ad- 
vertising, which formerly held the 
entire advertising account, will con- 
tinue to service the western division 
of the health-club operation. 

Eldon Industries, fast-moving toy- 
maker who made news of late with 
some “offbeat” tv commercials, 
named Kenyon & Eckhardt, Inc., 
San Francisco, replace Guild, 
Bascom & Bonfigli on its $1-million 
account. 

Pittsburgh Plate Glass joined the 
swing to J. Walter Thompson Co., 


to 


Inc., naming that agency to succeed 
BBDO on its account, billing about 
$2% million. 

Lone Star Gas Co. appointed the 
Dallas office of Batten, Barton, Dur- 
stine & Osborn, Inc., to replace Er- 








Activity 


win Wasey, Ruthrauff & Ryan, Inc., 
as its agency. 

A. E. Staley Mfg. Co. placed its 
recently acquired Raindrops, Diaper- 
Sweet and George cleaner—worth 
about $500,000 in billings—products 
at Maxon, Inc., Detroit. EWR&R, 
Chicago, continues to handle the 
firm’s Sta-Puf and Sta-Flo laundry 
items and others. 

Liebmann Brewing Co. switched 
some $500,000 in billings for New 
England advertising from Foote, 
Cone & Belding, Inc., New York, to 
Campbell, Emery, Haughey & Lut- 
kins, Boston. 

Exquisite Form Industries, Inc., 
which recently moved its Exquisite 
Form Brassiere division to Kastor 
Hilton Chesley Clifford & Atherton, 
Inc., from Regal Advertising, shifted 
its Magic Lady and Silf Skin divi- 
sions from Regal to Papert, Koenig, 
Lois, Inc. Billings for the remainder 
of the year are expected to reach 


$500,000. 


Sonny Boy Co., a division of 
Bisceglia Bros. Wine Co., which has 
used several west-coast agencies, 


named Del Wood Associates, New 
York, to handle future food and 
beverage advertising. 








Spot (Continued from page 56) 


EASTERN AIRLINES 


(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 


Not reported here for several years, this 
airline has been a consistent spot 
advertiser in a few southern markets, 

and currently is staying with its weather 
programs in Atlanta and Miami, as well 
as using 1D’s in the markets. Placed on 
13-week schedules, the programs are likely 
to be renewed the first of next month. 

Jim Kelly is the timebuyer. 


GOLD MEDAL CANDY CORP. 
(Mogul Williams & Saylor, Inc., 
AZ 
Another candymaker beginning its yearly 
effort to get into the crowded 
children’s-program field for a fall 
campaign, BONOMO Turkish Taffy is 
currently looking for kid-show minutes 

in a large group of major markets 


| throughout the country. Both filmed and 


live-personality spots are set for about 
12 weeks from a September start. 
Joyce Peters is the timebuyer. 


GROVE LABORATORIES, INC. 
(DCS&S, New York) 


Assigned a new product from this maker 
of 4-WAY cold tablets and other 


remedies, the agency last month began 


| atest campaign in Columbus, Ohio, on 


DEFENCIN, an arthritis-rheumatism 


pain reliever. Day and night minutes will 
run for an indefinite period. Larry 
Reynolds is the buying contact. 


HENRY HEIDE, INC. 

(Fuller & Smith & Ross, Inc., N. Y.) 
Changing agencies and tv policies, this 
maker of JUJYFRUITS and other candies 
moves into spot announcements of 20- 

and 10-second length early next month. 
Most past activity for several years was 
centered around half-hour syndicated 

fare. The spots will go in, and adjacent to, 
kid shows in seven markets, running 

until the pre-Christmas period. Bernie 
Rasmussen is the buying contact. 


HEUBLEIN, INC. 


(Fletcher Richards, Calkins & 
Holden, Inc., N.Y.) 


As are many of the cold-weather cereals, 
MAYPO has begun discussions toward 
lining up some of its fall-winter 
markets. It’s the “tight” areas—New 
York, Chicago, etc—that are set early, 
with the less-crowded markets bought 
later on before the September and 
October start dates. As in the past, 
minutes in kid shows will be utilized. 
Liz Griffiths is the timebuyer. 


HOLSUM UNIFIED BAKERS 
PROGRAM 
(W. E. Long Adv. Agency, Chicago) 


A heavy spot campaign is scheduled 
for HOLSUM bread through the summer 



























months in the southeast, with nine 
markets to be set in Florida, Virginia, 
South Carolina and Georgia. Day and 
night minutes and ID’s, varying from 
six to as many as 45 spots per week, 
depending on the market, start early 
this month. A 13-week drive is also 
slated for the top three markets in 
Puerto Rico. Russell Gilbertz, media 
director—assisted by Russell Rynerson— 
is the contact. 


JAPANESE BICYCLE 
EXPORTERS ASS’N. 


(Grant Adv., Inc., N. Y.) 

At issue date this new-to-tv advertiser is 
winding up a brief springtime spot 
campaign that involved schedules in New 
York, Philadelphia and Los Angeles. 
Filmed minutes and 20’s in moderately 
strong frequencies ran one or two weeks on 
a single station per market in syndicated 
programs and kid shows. Copy promoted 
no specific brands, only advised buying 


“Japanese-made bikes.” Walter Lurie, 
senior vice president, is the account contact. 


LABARON PHARMACAL 
Div. Chas. Pfizer & Co. 


(Ted Gotthelf Associates, Ltd., N. Y.) 


A test campaign on a new eye-drop, 
BEAM, that was first noted as forthcoming 
in Tele-Scope last Sept. 5, has gotten 
under way in five markets in southern 
California. Los Angeles, Santa Barbara, 
San Bernadino, Ventura and Riverside 
will be used for a three-month try-out, with 
some 30 spots per week—most of them 
minutes—covering each area. David Hale 
Halpern is the broadcast buyer. 


LEHN & FINK PRODUCTS. 
CORP. 

(Geyer, Morey, Madden & Ballard, 
Inc., N.Y.) 

Introduced via spot just about a year ago, 
MEDI-QUICK, a spray-on antiseptic, 
returned late last month to some 10 
markets. A 13-week campaign centered 





The Whole vs. The Parts 


(NTI-NSI monthly study of network program performances in local markets.) 


One of the dangers in changing a network line-up is that a program’s 





to, 


successor might not do as well as the show it replaced. An advertiser on 
both an original show and a replacement might find he’s getting a better 
national rating, but is actually worse off in some important markets than 
he was before. 

Let’s look at what happened to Klondike, replaced by Acapulco, and 
to Take a Good Look, replaced by Silents Please, during the current 
season. 


OLD SHOWS. NEW SHOWS 
Take A Silents 


Klondike Acapulco Good Look Please 
Pele We. Scan ckcas uss 14.8 13.5 5 7.6 





Ray SOE as kn co ween <x 10.6 8.6 11.3 15.2 
Philadelphia ............. 8.7 12.5 21.3 23.6 
OO RR SS Cen eer 17.5 8.2 18.7 22.8 
CRG | ncn ciussce ad ieas 10.8 5.0 17.3 26.0 
Dallas-Ft. Worth ......... 11.5 7.1 8.1 27.0 
San Francisco-Oakland .... 11.2 9.6 6.3 12.4 


*Nielsen Television Index, other figures from Nielsen Station Index; Klondike, 
Take A Good Look ratings for Nov.-Dec., other shows from March-April. 

As is obvious, the advertisers on Acapulco might have reason to doubt 
the wisdom of the network change from Klondike (although differences 
in time of year, viewing levels and so on cannot be discounted in affect- 
ing the ratings). Acapulco did less well on a national level and in most 
of the A-size cities. Philadelphia, however, could have provided happy 
news for the sponsor. 

Silents Please, while doing slightly better on the national scene, scored 
spectacular rises in Dallas-Ft. Worth and San Francisco-Oakland. 

The lesson to be learned: the consequences of replacing a program 
must be studied on the local level as well as the national to aid the 
advertiser in the proper expenditure of spot funds. 
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Smart advertisers are cleaning up 
| in the Johnstown-Altoona market 
| by using WJAC-TV. 

They can’t miss! Both ARB and 
Nielsen rate WJAC-TV tops, month 
after month. And those statistics 

represent product-purchasing peo- 

ple, who buy what they see on 

WJAC-TV. 

Advertise your product on WJAC- 
TV, and get ready for sales action! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlonta Los Angeles San Francisco 








JOHNSTOWN - CHANNEL 6 
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IN CONSUMER SPENDABLE 
INCOME PER HOUSEHOLD" IS 


LIMA, OHIO 


*Standard Rate and Data Service, Inc. 





LIMA, OHIO 


NBC-ABC 
represented nationally by McGAVREN TV, INC. 


Elizabeth Beckjorden, 
Station Network Representative 
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WIMA-TV 





Personals 


BOB HARDY, timebuyer on Hell- 
mayonnaise for the Best 
Foods account at Dancer-Fitzgerald- 
Sample, Inc., New York, moved to 
N. W. Ayer & Son, Inc., Phila- 
delphia. 


mann’s 





MR. HEFFERNAN 


GEORGE HEFFERNAN, formerly at 
Benton & Bowles as buyer on Gen- 
eral Foods, recently joined Maxon, 
Inc., New York, as media buyer on 
Hires, General Electric, McKesson- 
Robbins and others. 

ROLAND GOMEZz has replaced Janice 
Hamilton as all-media buyer at Fair- 
fax, Inc., New York. 

RICHARD DOHERR, once broadcast 
media supervisor at Fuller & Smith 
& Ross, Inc., Pittsburgh, joined the 
Katz Agency, New York. 

JOHN TULLY, formerly at Batz- 
Hodgson-Neuwohner, St. Louis, was 
Frank 


named media director at 


Block Associates, that city. 











on summer scratches, insect bites and 
the like, will use late-night minutes 
in moderate frequencies. Bob Kutsche 
is the timebuyer. 


THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

Following up the initial LIPTON 
Instant-tea placements noted here May 15, 
the product reportedly moves into another 
group of about 15 markets late this 
month. Non-prime nighttime ID’s run 

for eight weeks. Steve Suren is the 
timebuyer. 


LITTLE CROW MILLING CO. 
(Edward H. Weiss & Co., Chicago) 
Already lining up markets for its fall 
campaign, COCO WHEATS hot cereal 
was reported looking for minutes in 
children’s programming in roughly 20 
scattered markets. The placements should 
get started in late September-early 
October to run until just before 
Christmas. Joan Mandel is the timebuyer. 


MERRY MFG. CO. 


(Ted Menderson Co., Cincinnati) 


A regular large-scale spot-user for the 
past several years, this toymaker 
reportedly is among many seeking minute 


availabilities in top-rated kid programs 
for fall. About 30 markets should kick 
off in October for a pre-Christmas 
campaign. Agency president Ted 
Menderson is the buying contact. 


MINUTE MAID CORP. 

(Ted Bates & Co., Inc., N. Y.) 
Getting into the weight-reducer field, 
Minute Maid is testing VI PRO MIN, a 
frozen vegetable concentrate providing a 
measured calory count per glassful. 
Cleveland, Grand Rapids, Memphis, 
Providence and St. Louis are the initial 
markets, with schedules of day and night 
minutes running indefinitely. Chet 
Slaybaugh is the timebuyer. 


NATIONAL SUGAR REFINING 
co. 

(Young & Rubicam, Inc., N.Y.) 
Evidently having met success with its 
first spot campaigns last winter and this 
spring, JACK FROST sugar returned 
early this month with another four-week 
push. Day and late-night ID’s in strong 
frequencies go into a small group of 
markets. Senior buyer Jim Stack 

is the contact. 


NORTH CAROLINA 
(Bennett/Adv., High Point, N.C.) 

To attract tourists to the state, a musical 
commercial is planned for use next spring 
in a group of major markets within a 
500-mile radius of North Carolina. 

A radio commercial is slated to begin 
running in the 16 similarly located markets 
early next month. Betty Ann Litzie 

is the broadcast buyer. 
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A CHANNEL 


TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 





Can a television station which has 
won the coveted SCHOOL BELL AWARD 
twice, also sell food? 


Q. 


When a young woman heard that 
1917 nickels were worth almost 
a hundred dollars, she took what 
she had to the nearest bank and 
found the story true. Yet she was 
disappointed. Why? 


What television station holds the 
upper hand with 400,000 TV viewing 
families in Michigan's golden second 
market? 


If two monkeys sit in the corner 
of a room and look at -another 
pair in another corner, and so forth, 
until every pair in a corner looks at 
another pair, how many monkeys 
could then say they are looking at 
other monkeys? 


Tiros ll, the “weather eye” satel- 
lite, gives a valuable overall view of 
global weather. Getting down to earth, 
what television station boasts the 
weather shows more TV families “eye” 
for an overall view of the weather 
in the multi-city Flint-Saginaw-Bay 
City market? 





— 


res 


WNEM-TV 

ving FLINT © SAGINAW @ BAY 
EASTERN MICHIGAN'S FIRST 
ALL WAYS 


VHF STAT 








| PAX CO. 

(Bailey & Associates, Salt Lake City) 
| Recently having acquired the account of 
this producer of PAX crabgrass control and 
various other lawn-care products, the 
agency has announced a program of spot 
placements in “more than 20 of the 
nation’s leading markets.” Agency head 
Mr. Bailey, as account executive, 
is the contact. 


PEZ-HAAS, INC. 
(Daniel & Charles, Inc., N.Y.) 


As noted here last issue, PEZ candies— 

| having gone through a change of 
agencies—definitely return to spot this 
fall. At press time, markets were being - 
line up for about 13-16 weeks of minutes 
in kid shows from an early-September 
start. Isabelle Stannard is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


A supplementary ¢ampaign of JOY was 
slated to kick off last week in about 30 
national markets. Light frequencies of 
nighttime minutes will continue through 
the P&G contract year. Bergina 
Cherkezian is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N.Y.) 


At press time, IVORY LIQUID and 
IVORY bar soap were setting light 
placements of late-night minutes to 

get under way immediately and continue 
through the contract year. A large list 

of selected national markets is used. 
Noel Becker is the timebuyer on the 
liquid; Len Ziegel buys on the bar soap. 


SAWYER’S, INC. 

(Richard G. Montgomery & 
Associates, Inc., Portland, Ore.) 
Maker of the ubiquitous VIEW-MASTER 
stereo viewer and discs of color 
transparencies, this company reportedly 
plans a brief pre-Christmas campaign 
this winter, with strong frequencies of 
ID’s to start in mid-November in 
selected markets. Ty-radio director 
John Salisbury is the contact. 


SEA-BREEZE LABS, INC. 
(Maxwell Sackheim-F ranklin Bruck, 
Inc., N.Y.) 

This long-established firm, maker of 
SEA-BREEZE antiseptic for use as a 
shaving lotion and on cuts, scratches 
and mosquito bites, is entering tv for 

the first time this summer in a 
one-market test campaign. While running 
radio in several markets, the product’s 
video effort will use minutes and 20’s 

on film, with the copy accent on the 
antiseptic for cuts and bites. Broadcast 
buyer Barbara Kumble is the contact. 


SIMONIZ CO. 
(Dancer-Fitzgerald-Sample, 

Inc., N. Y.) 

For one of its newer products, VIV 
floorwax, this firm was reportedly setting 
early-summer schedules of minutes, 20’s 
and ID’s in a small group of selected 
markets. Housewife-aimed placements, 
late in the week for pre-shopping 
promotion, are used. Bob Fitzgerald 

is the timebuyer. 


(Continued on page 66) 
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OUR CHANNEL 5 WHIZ IS 
RON COLLINS, YOUR 
PETRYMAN IN CHICAGO 





a; 2 


WNEM-TV...the only television sta- 
tion to win the distinguished SCHOOL 
BELL AWARD in Michigan, and NEA'S 
SCHOOL BELL AWARD for America 
in the same year...not only can 
sell food —but does! $300 million 
dollars worth of groceries move on 
air in the Channel 5 viewing area. 


Because nineteen hundred and seven- 
teen nickels will always be worth 
almost $100. 


The rich and powerful one-quarter 
billion dollar Flint-Saginaw-Bay City 
market...and all of rich Eastern 
Michigan, is held solidly and dom- 
inantly in the hand of Channel 5 
...the prime mover that influences 
food-purchasing decisions in this 
multi-city area. 


None. Monkeys can't say anything. 


A. When it comes to reporting the 
weather, that’s easy. Your latest Niel- 
sen (NSI, Mar. '61) shows an average 
high of 71,000 viewing families watch 
the 6:00-6:15 P.M. News and Weather, 
Mondays through Fridays, on CHAN- 
NEL 5, and 39,200 TV families stay 
with CHANNEL 5 for Weather and 
Sports from 11:15 to 11:30 P.M., Mon- 
days through Fridays. 
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WNEM-TV 
erving FLINT @ ACINAW © BAY TY 
EASTERN MICHIGAN'S FIRST VHE STATION — 
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ATLANTA 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Whirlybirds (CBS) wsp-tv Wed. 7 . ween 
2. Mr. Ed (Filmways-MCA) wsp-tv Tue. 7 ...30 
3. Yogi Bear (Screen Gems) wsp-Tv Mon. 6 ..29 
4. Death Valley Days (U.S. Borax) wsB-TV 

Dk 0 aeubvee dune eh stGewcccnesweoves 26 


5. Huckleberry Hound* (Sereen Gems) 


wsB-tTv Thu 


6. The Brothers Brannagan (CBS) wsp-tv Thu. 7 2: 
7. Sea Hunt (Ziv-UA) wsp-tv Fri. 7 ........2 
8. Divoree Court (KTTV) waGa-Tv Mon. 8 ..1% 
9. Quick Draw McGraw (Screen Gems) 
WOB-TV Tue. 6 ..cccccccccccesscccccces 

9. U.S. Marshal (NTA) wss-Tv Thu. 10:30 ..18 
10. Manhunt (Screen Gems) wsp-tTv Fri. 8 ....17 
11. Coronado 9* (MCA) waGa-Tv Sat. 8 ...... 15 


1l. Tightrope* 
12. Interpoi Calling* (ITC) 
12. Bugs Buany (UAA) 
12. Jim Backus Show (NBC) 





TOP FEATURE FILMS 





1. Late Show wss-Tv Sat. 10-1 a.m. ........10 
1. Matinee* wsp-Tv Sun. 3-4:45 .... ‘ 10 
2. Armchair Playhouse* wsB-Ty Sun. 1-3 
2. Big Movie waGa-tTv Sun. 5:30-7 
3. Playhouse* wssp-Tv Sat. 1-2:3 

TOP NETWORK SHOWS 
1. Wagon Train/Project 20 wsB-TV ..........38 
2. Gunsmoke WAGA-TV .......-- eee iiehe ae 

The Price Is Right WsB-TV 3 





The Flintstones wWLw-a 
Have Gun, Will Travel 


3 


Bonanza* 
Andy Griffith 
The Real McCoys 
Thriller/Project 20 
Checkmate WAGA-TV 


WLW-A 


D3 Oo mb 


MIAMI 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Ziy-UA) 
Huckleberry Hound 


oe 


(Sereen Gems) 
wokT Thu. 7 
Mr. Ed (Filmways- Mc A) 
The Third Man (NTA) 
wtvs Sat. 10:30 

. Death Valley Days (U 
wtvs Sat 

4. The Brothers 


Or) 


S. Borax) 


= 


Brannagan 
wrvs Set. & ....... 
Shotgun Slade (MCA) 
Yogi Bear (Screen Gems) 


Trackdown (CBS) 

State Trooper* (MCA) 

. Case of the Dangerous Robin* 
wtvs Thu. 8 

. Quick Draw McGraw 


(Ziv-UA) 


AAAAMWH 


(Sereen Ge ms ) 


WE TD. FT cwccccececceccssececss ee: | 
WCKT M-F 6:15 ..15 
10:30 ..15 


oo 


Highway Patrol (Ziv-UA) 


. Interpol Calling (ITC) wrst Thu. 


oo 


TOP FEATURE FILMS 
. Big Show wtvs Tue. 7-9:30 
. Hollywood Special 
. Feature Film* wtvs Ths 
-. John Wayne Theatre wrvs 


> 0 


BUM. BBBS-BsBO cnc cccevccss sseuvewek® 


wo 


Impact wTvs Sat. 3-4:30 


TOP NETWORK SHOWS 


Perry Mason wtvs 
. Gunsmoke wTvs 


To Tell The Truth wrvs 
Perry Como* WOKT 
Checkmate 
lassie WTVJ 
Surfside 6 WPsT 
Have Gun, Will Travel wrvs 
Dobie Gillis* wrvs 
- Dennis the Menace 


wtvs ecoseees 3 


Os > > mw 


anu 


wtvs 





* Indicates 
period. 


programming changes 
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] ncccccecccccvesescccccss 25 


(Screen Gems) waGa-Tv Sat. 10:30 15 
waGa-Tv Thu. 7:30 13 
WLw-a Tue. 7:30 ....13 
WAGA-TV Fri. 8 ..13 


WAGA-TV .. os coun 
WSB-TV ...eeeeees eee ccoud= eee 
WAGA"EV cceccss . ivcaceae 


WSB-TV ...2-0> --28 


wtvs Fri. 7 . oucoae 
. 24 


WCKT Mon v7. 21 


SsBO .wcceee Ses Sees vee 


7 . ° soosne 
wrvsy Mon. 7 ......19 
wekTt Wed. 7 ..19 
Two Faces West (Screen Gems) wrvs Wed. 7 .18 
Waves The. 7 ..cccsccce 18 
wtvs Thu. 7:30 ..18 


WCKT Fri. 7-8:30 .. - 29 
TSES cece’ 19 


Ed Sullivan wrvs . abe Cxés omeeee 





during four-week 


ARB City-by-City Ratings April, 


BOSTON 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 











1. Rescue 8 (Screen Gems) WNAO-TV Tue. 7 ..26 
2. Whirlybirds (CBS) wnao-tv Fri. 7 ....... 24 
3. Brave Stallion (ITC) wnz-tTv Mon. 7 ... 20 
3. Bugs Bunny (UAA) wNac-TV Tue. 6:30 ....20 
4. State Trooper (MCA) wNaoc-Tv Thu. 7 . -19 
4. Mr. Ed (Filmways-MCA) wez-Tv Sat. 7 ..19 
5. RCMP (NBC) wsz-Tv Wed. 7 ........ 18 
5. The Brothers Brannagan (CBS) 
ge el ey ee 18 
5. Yogi Fear (Screen Gems) WNAO-TV Fri. 6:30 .18 
6. Shotgun Slade (MCA) wrez-TtTv Tue. 7 ......17 
6. The Honeymooners (CBS) wNac-TV Wed. 7 17 
6. Huckleberry Hound* (Screen Gems) 
Ce Te GAD dace cccaweescece 17 
6. Jim Backus Show (NBC) wez-Tv Thu. 7 ....17 
6. Lock Up (Ziv-UA) WHDH-TV Sat. 10:30 ....17 
7. Sea Hunt (Ziv-UA) WHDH-TV Tue. 7:30 15 
7. Blue Angels (NBC) wNac-Tv Tue. 7:30 15 
TOP FEATURE FILMS 
1. Playhouse* wpz-Tv Set. 2-4 .. ° .-19 
2. Command Premiere wsz-Tv 
GD, SEI Sovccaweeeeessiccosen ees 10 
3. Movietime* wpz-Tv Sat. 5-6 7 
3. Late Show* wNac-Tv 
Mon. 11:15 : a.m. . : 7 
4. Cinema 7 WNAC-TV Sun. 12-4 .. "Tr 6 
TOP NETWORK SHOWS 
1. The Untouchables WNac-TV 
2. Perry Mason WHDH-tTV 
3. The Flintstones WNAC-TV 
4. 77 Sunset Strip wNac-tv 
4. Gunsmoke WHDH-TV cuedewseuseneenee 5 
5. Ed Suliivan WHDH-TV .... re 
5. Candid Camera WHDH-TV .................34 
6. Checkmate WHDH-TV ............ 
7. The Real McCoys WNAOC-TYy 
7. Lawrence Welk WNAC-TV 
MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U.S. Borax) 
WOR SV GE. BIO cecccccccvscccce -.22 
2. Manhunt (Screen Gems) KsTP-TV Thu. 9:30 17 
3. Highway Patrol* (Ziv-UA) wToNn-Tv Tue. 7 16 
4. New York Confidential* (ITC) 
eee Se OR an teshscestses oe coke 
4. Sea Hunt* (Ziv-UA) wton-tv Thu. 7 ....14 
5. Huckleberry Hound (Screen Gems} 
Co eS ee wane 
5. Roy Rogers (Roy Rogers Synd) wceco-rv 
is eee ML: . arelwih.d- sine 04:4:66bades es ane 13 
6. Whirlybirds* (CBS) wrcn-tv 
es Me, CIO oc duwcedeuce< 12 
6. Bugs Bunny* (UAA) wToNn-tTv Tue. 6:30 12 
7. Cannonball (ITC) KMspP-Tv Fri. 7 ....... 10 
7. Play of the Week* (NTA) wToN-TvV 
ES Se SS ee eae 10 
7. Bold Journey* (Banner) wTron-Tv Sun. 6 ..10 
8. Tightrope (Screen Gems) woco-Tv 
Mon., Thu. 10:30 er Tere ee eer 9 
8. Case of the Dangerous Robin. (Ziv- UA) 
KSTP-TV Mon. 9:30 ov eete ean cows 9 
8. The People’s Choice* (ABC) 
ee Ge BED  Secaneuns<cbvncectace 9 
8. Walter Winchell File* (NTA) 
Ce MO © Se nadamden once cncncmoawe 9 
TOP FEATURE FILMS 
1. Movie* KMsP-TV Mon. 8:30-10:45 ....... 15 
2. Adventure Playhouse* wTcNn-Tv Sun. 1:30-3 14 
3. Movie* WTCN-TV Mon. 7:30-9:30 .........11 
4. Select Theatre* wtTcN-Tv 
ih Ane OE £606 cs reeecoscacwe 10 
5. Movie* wTcN-Tv Tue. 230-9 ° 9 
5. Children’s Show* wtTon-tTy Sat. 1-3 9 
TOP NETWORK SHOWS 
The Untouchables* wTCN-TV ....... enone 
2. Candid Camera weco-Tv ....... . 36 
3. Garry Moore woco-Tv 3 
4. The Fiintstones* wTcn-Tv ........ 31 
See NT ce tecvucccackeccsccecsll 
5. Robert Taylor's Detectives* wrcNn-TvV ......30 
6. Andy Griffith weco-Tv ..................29 
©. Med Geelten WOOO-TV 2. cccccccccccccscs 29 
GC. Perry Come® BOPP-TV on ccc cccccccccce 29 
6. What’s My Line weco-tv ....... 29 
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. Bugs Bunny 


2 

3. 
4. 
4. 


SLATS 


tation Report 
P sctsennn ratings) 

TOP SYNDICATED FILMS 
Miami Undercover* (Ziv-UA) 
WERO-TV Sat. 10:30 . 
(UAA) wopo-tTv Tue 
(ITC) wkRO-TVY Mon ey 
Best of the Post (ITC) wiw-T Thu. 10:30 
Huckleberry Hound (Screen Gems) 
woro-tTvy Thu. 6:30 





7:30 
7 


Jeff’s Collie 


Jim Backus Show (NBC) wiw-T Thu. 7 . 
Mr. Ed (Filmways-MCA) woro-tv Fri. 6:30 
Sea Hunt (Ziv-UA) wkro-tv Thu. 7:30 


- Death Valley Days (U.S. Borax) 


wero-tv Fri. 7 ....... 
Adventures in Tomorrow 
WLW-T Mon. 7 


The Third Man (NTA) wopo-ty Thu. 10:3 


(KCOP) 





Woody Woodpecker* (Burnett) wcPo-Tv 

Mon OSes wesecesesece . 

Yogi Bear* (Screen Gems) wcrPo-Tv 

Mon. 6:30 ae ° 

RCMP (NBC) wLw-T Fri. 7 aes 
Manhunt (Screen Gems) wkRO-TV Sat. 7 .. 
Championship Bowling (Schwimmer) 


WKRO-TV Sun. 12 .. 
TOP FEATURE FILMS 
Movie of the Week* WKRC-TV 
Sat. 11:15-1 a.m sm 
Family Theatre wkro-Tyv Sat. 1-2:15 
Award Movies worpo-Tv Mon. 11:15-1 a.m 
Gold Cup Theatre wiuw-T Sat. 11:15-1 a.m 
Spectacular wWkKrRO-Tv Sun. 1-3 .. es 
TOP NETWORK SHOWS 
Gunsmoke* WKRC-TV 
The Real McCoys wopPo-Tv 
Perry Como* WLW-T 
Wagon Train/Project 20 
My Three Sons wWcPo-Tv 
Andy Griffith wWKRC-TV 
The Untouchables wcPo-Tv 
The Flintstones WwcCPo-TV 
Danny Thomas WKRO-TV 
Bonanza* WLW-T 


NEW ORLEANS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
The Brothers Brannagan (CBS) 
wpsu-Tv Thu. 9:30 
Assignment Underwater (NTA) 
WWL-TV Tue. 10 coee 
(NBC) WWL-Tv Sat. 9:30 


WLW-T 


. Blue Argels 
The Third Man (NTA) wopsv-Tv Fri. 10 
Mike Hammer (MCA) WWL-Tv Mon. 10 
How to Marry a Millionaire (NTA) 


WwL-Tv Fri. 10 
Amos ‘n’ Andy (CBS) 
Coronado $* (MCA) 


wpsu-Tv Fri. 10:30 


WWL-TV Mon. 8:30 


5. Lock Up (Ziv-UA) wwt-tv Fri. 8:30 
6. Case of the Dangerous Robin* (Ziv-UA) 
wpDsu-Tv Mon. 8 eecevececes ee oon 
6. Shotgun Slade (MCA) wpsu-Tv Thu. 10:30 
7. Two Faces West (Screen Gems) 
wpsu-Tv Wed. 10 ........ oe 
8. Trackdown (CBS) wpsu-Tv Sat. 6 ..... 
9. Meet McGraw (ABC) wpsu-Tv Mon. 10:30 
9. Johnny Midnight (MCA) wopsvu-tv Tue. 10 
9. Panic (NBC) wopsvu-Tv Thu. 10 
9. Ramar of the Jungle (ITC) 
wpsu-Tv Sat |} ) SAA) ee 
TOP FEATURE FILMS 
1. Studio 6* wpsu-Tv Sat. 10:15-12 mid. 
2. Saturday Big Movie WWL-TV 
Sat. 10:15-11:45 ececcecececosseeses 
3. Theatre* wpsu-Tv Sat. 8:30-10 
4. Sunday Matinee* wpsu-Tv Sun. 4-6 
5. Sunday Spectacular wwL-Tv 
Se. BOSECRRSED GM, ccccescconevccsse 
TOP NETWORK SHOWS 
1. Garry Moore wwL-' Debeveeeeeeweeene 
2. Wagon Train ~<e 20 WDsU-TV 
3. Gunsmoke WWL-TV........ 
See ee. WMT ng 6 cans boesennscaus 
4. Thriller/Project 20 whpsu-TV ............ 
4. Candid Camera wwL-Tv 
5. Perry Como* wpDsvu-TVv 
6. The Untouchables wvve 
6. What’s My Line wwL-tv 
- Danny Thomas wWwL-Tv ..... 
The Price Is Right wpsu-TV ............ 


- Rawhide WWL-TV 
Checkmate WWL-TV 


~ Bo 0S bo 
Dm a 


-18 


16 


11 
10 


16 


.10 





we ow ow 
we bo te 









a] ans ca « oo) te 


nw 


ow wo 


nm mm © ob 


> mw 


a 


oo a 


oe 


o 


bo bo 


to 


oo to 





Aaavrsns & 








COLUMBUS, OHIO 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Bugs Bunny (UAA) wTvN-Tv Tue. 7:5 


Huckleberry Hound (Screen Gems) 


Wevm-Oe Tim. C280 cccccccccccccecceces 2 
Quick Draw McGraw (Screen Gems) 

WEVN-TV Tue. 6:30 ..cnnccccscccccccecs 2 
Case of the Dangerous Robin* (Ziv-UA) 


Wrvni-TV Dri. 10580 .ncccccsccccccccece 


Quick Draw McGraw (Screen Gems) 


WRVN-TV Tee. 6:30 ....cccccccccccccceed 


Mike Hammer (MCA) wWBNs-Tv Sat. 
Sea Hunt (Ziv-UA) wiLw-c Mon. 7 
. Yogi Bear (Screen Gems) WTVN-TV 
Web. 6:80 cscccscccccess 

Death Valley Days (U.S. Borax) 


WBNS-TV Sat. 7... cee ceeeccecrccceccs 


Mackenzies Raiders (Ziv-UA) 


WTVN-TV Sun. 5:30 2... ccecccccececes 


. Whirlybirds (CBS) wtrvn-tv Thu. 7 
. The Third Man* (NTA) WTVN-TV 


Thu BO2BO .ccccvecresewccccescess 
The Vikings* (Ziv-UA) wtvN-Tv Sun 


Adventure Theatre* (Cinema-Vue) 
WBNs-TV Thu. 9 .......+++- eees 
Cireus Boy (Screen Gems) WTVN-TV 
Mon. 6:30 
U.S. Marshal s 
Pony Express (NBC) WTVN-TV Wed 
Blue Angels (NBC) wtvN-Tv Fri. 7:3 





TOP FEATURE FILMS 


Shirley Temple Theatre* WBNS-TV 


Sun. 12-1:30 ...cceeceeeeccccreccens 


First Run Theatre WTVN-TV 


Sat. LDLi15-1 Om. 2. cece cee eee neeeeees 


Late Show* wtvNn-Tv Mon. 11:15-2 


Picture for Sunday* wLw-c Sun. 1:30- 


Movie of the Week WBNS-TV 
Sat. 11-1:15 a.me ....-e- scenes 


TOP NETWORK SHOWS 


The Flintstones WTVN-TV ....-- 


The Real McCoys WTVN-TV ......-- 
77 Sunset Strip WTVN-TV ......-.----++++58 
Gunsmoke WBNS-TV ..-e-- eens eeeeee 3 
The Untouchables WTVN-TV ......---- 


Rawhide WBNS-TV ...--+--+++++5 
Andy Griffith WBNS-TV 





Candid Camera WBNS-TV «.--eeeeeeerreees 3 
The Rifleman WTVN-TV ....-eeeeeeeeeeee 


Garry Moore WBNS-TV ......-++- 
PHILADELPHIA 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Mike Hammer (MCA) Wwcav-Tv Sat. 


Bugs Bunny (UAA) WFIL-TV Tue. 7:30 


Sea Hunt (Ziy-UA) woau-Tv Sat. 7 
Captain Dayid Grief* (Official) 


WRIL-TV Sun. 9 ..cccececreeeneeereren see 
Mr. Ed (Filmways-MCA) WFIL-TV Sun. 


. Popeye (King, UAA) WFIL-TV M-F 6 
Quick Draw McGraw (Screen Gems) 


WPRIL-TV Fri. 7:30 ......-- S0csececeococses 


Death Valley Days (U. 8S. Borax) 


WROV-TV Mom. 7 2... cccccccerssscececees 
Yogi Bear (Screen Gems) WROv-TV Fri. 
Jim Backus Show (NBC) wrov-Tv Thu. 
. William Tell (NTA) wFiL-Tv Sat. 6:30 

Lock Up (Ziv-UA) wRov-Tv Tue. 7 ....... 


Huckleberry Hound (Screen Gems) 


WCAU-TV Tue. 7:30 ......cccececcevenss 


The Brothers Brannagan (CBS) 


weov-ev Web. F wccccsescccccces 
Shotgun Slade (MCA) wrev-tv Thu. 


TOP FEATURE FILMS 


Late Show WCAU-T 


Gat. LLs4S-13546 SG... wccccccsecevcccese 


Early Show wcavu-tv Wed. 6-7 


Early Show* wcau-Tv Thu. 6-7 ......- 


World’s Best Movies WFIL-TV 


Dut. BERR BiOS GA. occ cotecccocseuseves 
World’s Best Movies WFIL-Tv Sat. 11-1 


TOP NETWORK SHOWS 


The Untouchables WFIL-TV 
Gunsmoke WCAU-TV 

Naked City WFIL-TV 
The Real McCoys WFIL-TV 
My Three Sons WFIL-TV 

The Flintstones WFIL-TV 
Hawaiian Eye WFIL-TV 

Peter Gunn* WFIL-TV 
77 Sunset Strip wWFIL-Tv 
Checkmate WCAU-TV 
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4. Garry Moore KDKA-TV 
5. The Untouchables WTAB ......... 





aan 


. Danny Thomas KDKA-TV 


ARB City-by-City Ratings April, 


DALLAS-FT. WORTH 
4-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Death Valley Days (U. 8S. Borax) 

KRLD-TV Sat. 9:30 


Wear-Ov The. 0280 ccccccccvess 
Rough Riders* (Ziy-UA) WFAA-TV 
BE. B09 caccccccacscececss 
Huckleberry Hound (Screen Gems) 
KTvT Thu. 6 


Bugs Bunny (UAA) WFAA-Tv Tue. 6:30 


Polka Parade (Paramount) KRLD-TV 
Tue. 6:30 


Coronado 9* (MCA) wBaP-TV Wed. 9:30 
Yogi Bear (Screen Gems) KTVT Mon 6 
The Brothers Brannagan* (CBS) 
WFAA-TV Tue. $:30 . 

Roy Rogers (Roy Rogers Synd.) 

KRLD-TV Sat. 10:30 


Case of the Dangerous Robin* (Ziv-UA) 


WBAP-TV Sat. 9:30 ° 
Quick Draw McGraw (Screen Gems) 
KTVT Tue. 6 


Sea Hunt* (Ziy-UA) wraa-Tv Fri. 10:30 


RCMP* (NBC) wraa-Tv Fri. 10:30 


TOP FEATURE FILMS 
Movie* WBAP-TV Sat. 8:30-10 ...... 
Feature Film wWBAP-Tv Sat. 9-10 
Channel 8 Theatre* WFAA-TV 
Diem. B2-3892B8 GM. .cccccccccccecsene 
Family Showtime KTvT Wed. 7-8:30 
Saturday Matinee* WBAP-TV 
Oe, BOD ceccseccesscstcevBece 


TOP NETW ORK SHOWS 
Gunsmoke KRLD-TV ° 
The Real McCoys WFAA-TV 
Candid Camera KRLD-TV 
What's My Line KRLD-TV 
Jack Benny KRLD-TV ‘ ; a 
Andy Griffith KRLD-TV Tee me 
Garry Moore KRLD-TV 


Hawaiian Eye WFAA-TV ae oe ain adie cel 5 


My Three Sons WFAA-TV 
Perry Mason KRLD-TV 


PITTSBURGH 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
The Brothers Brannagan (CBS) 
KDKA-Tv Sat. 10:30 


Bugs Bunny (UAA) WTAE 7:30 ..........23 


Manhunt (Screen Gems) WTAP 
Thu. 10:30 .. 
Sea Hunt (Ziv-UA) KDKA-TVv Sat 
Huckleberry Hound (Screen Gems) 
KDKA-TV Mon. 6:30 ee ee 
Yogi Bear (Screen Gems) KDKA-TV 
a ee eee ee o. 
Death Valley Days (U. S. Borax) 
KDKA-TV Mon. 7:30 . 
Quick Draw McGraw (Screen Gems) 
KDKA-TV Tue. 6:30 






Championship Bowling (Schwimmer) 
WHA GU: © wn cstscevessedoesesecve 
Case of the Dangerous Robin (Ziv-UA) 
KDKA-TV Tue. 7:30 : ebeeee 
Mr. Ed (Filmways-MCA) KDKA-TV 

Thu. 6:30 
Mackenzie’s Raiders (Ziv-UA) KDKA-TV 
OE 6. 0s hbk bs cbh505«0% 


- Polka Parade (Paramount) wTake Sat. 7 


TOP FEATURE Fuses 


Family Movie wTae Sun. 5-6:30 


. Gateway Studio* KDKA-TV 


Wat, REsES-2 GM, . occcee 


. Gateway Studio KDKA-Tv 


Sat. 11:30-1:15 a.m. » coee 
Feature For Sunday KDKA-TV Sun. 1-5 
Million Dollar Movie WTAE 

WOR. BASIG-2 GOH cccvcacceseeucs 


TOP NETWORK SHOWS | 


Gunsmoke KDKA-TV ....... 
Andy Griffith KDKA-TV 
Candid Camera KDKA-TV 





Rawhide KDKA-TV ....... 
Dennis the Menace KDKA-Tv 
Jack Benny KDKA-TV 
What’s My Line KDKA-TV 


- Two Faces West (Screen Gems) 


- 


o 


aw 


Soldiers of Fortune (MCA) KTvTt Wed. 6 


aD 


oan 


9 


a 








ee oe ee 





a & 


. Popeye (King, UAA) wtic M-F 6 


wo 


o 


a a 


«o 


ba 


wo ow 





Om we 


poo 


a 


DETROIT 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Sea Hunt (Ziv-UA) wseK-tv Sat. 16 
Bugs Bunny (UAA) wxyz-Tv Tue. 17:30 
Yogi Bear (Screen Gems) CKLW-Tv 
Wee CD ccssicce . 
Huckleberry Hound (Screen Gems) 
CKLW-TvY Thu. 7 ~~ oe 

Quick Draw McGraw (Screen Gems) 
CKLW-TV Tue. 6:30 


Divorce Court (KTTV) wsek-TV Tue. 7 


M Squad* (MCA) wxyz-tTv Mon. 11 
Popeye (King, UAA) CKLW-TV M-Sun 
Jim Backus Show (NBC) wws-tTv 
San. BR sencaive 

Pony Express* (NBC) wwus-tv Sat 


Brave Eagle (CBS) OKLW-TV Mon. 6:3¢ 


Mr. Ed (Filmways-MCA) wxyz-Tv 
Mon. 7 ere 
Tugboat Annie (ITC) cKLW-TV Tuc 
M Squad (MCA) wws-Tv Mon. 10:30 
Case of the Dangerous Robin (Ziv-UA 
wwi-tvy Wed. 7 
The Brothers Brannagan (CBS) 
WXYz-TV Wed. 7 “TT 
William Tell (NTA) CKLW-TVv Thu. 6 
Brave Stallion (ITC) wxyz-rv Fri 
You Asked for It (Crosby/Brown) 
CKLW-TvV Mon. 7 

TOP FEATURE FILMS 
Kennedy Showtime OKLW-TVv Sun. 1 
Million Dollar Movie* oKLW-Tv 
Sun. 3:30-5:30 o° 
Hollywood Theatre* wxyz-Tv 
Mon. 11:30-1:30 a.m 
Nightwatch Theatre wsBK-Tv 
Sat. 11:15-12:30 . 
Million Dollar Movie oOKLW-Tv 
Mon. 7:30-9 he 
Showcase* wWJBK-Tv Sat. 1-4 

TOP NETWORK SHOWS 
The Untouchables wxyz-tTy 
The Flintstones wxyz-tTv 
The Real McCoys wxyz-tv 
Gunsmoke WJBK-TV 
My Three Sons wxyz-Tv 
Candid Camera wseK-Tv 
Wagon Train/Project 20 wws-tv 
Hawaiian Eye wxyz-Tv 
Naked City wxyz-Tv 
77 Sunset Strip wxyz-rv 


PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 
KGw-Tv Thu. 6:30 ‘ 

Highway Patrol (Ziv-UA) KoIN-Tv 
Wen: GED anctecvanws 

You Asked for It (Crosby /Brown) 
KPTV Sun. 6 ° ee 

Yogi Bear (Screen Gems) Kow-tv Tue 
Sea Hunt (Ziv-UA) KGw-Tv Tue. 7 
Bugs Bunny (UAA) KPTy Tue. 7:30 
Tightrope (Screen Gems) KOIN-TY Wed 
Success Story (ITC) kow-Tv Wed. 7 


- Quick Draw McGraw (Screen Gems) 


KGW-TV Mon. 6:30 
Manhunt (Screen Gems) kow-Tv Thu 
Tracer (Bagnall) KGw-tTv_ Fri. 6:30 


. Death Valley Days (U.S. Borax) 


KOIN-TV Sat. 10:30 : 
Two Faces West (Screen Gems) 
KGW-TV Mon. 7 eee 

Mr. District iia ‘(Ziv UA) 
KOIN-TV Sat 6:30 





Ivanhoe (Screen Gems) kKGow-Tv Wed 
TOP FEATURE FILMS 

Sunday Matinee kptv Sun. 2 

Shirley Temple Playhouse* Kow-Tv 

Sat Otel skheoos 

Showtime On 6 Kol 

Sunday Matinee Kew-tTv Sun. 4-5 


TOP NETWORK SHOWS 





- Wagon Train/Project 20 kow-tTv 


Candid Camera KOIN-TV 


. Perry Mason KOIN-TV 


Hawaiian Eye KPTV . 
The Real McCoys kprtvy 
My Three Sons KPTV 
The Flintstones KPTV 
Jack Benny KOIN-TV ....... 
The Untouchables KPTv 


. Walt Disney Presents Kptv 
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IN METRO 


ARB MARCH 1960 
MARKET: STATISTICS © 
ESTIMATED 
TV HOMES 


-)-B-1el0) 
42,400 


ARB-MARCH 1961 
MARKET STATISTICS 
ESTIMATED 
TV HOMES 


127.300 | 
44,300 


STABLE E 


SRDS-MAY 1960 
(MIDLAND-ODESSA) 
CONSUMER : 
SPENDABLE 
INCOME 
PER HOUSEHOLD 
$7,639.00 
RETAIL SALES 
PER HOUSEHOLD 
$4,487.00 


SRDS-MAY 1961 
(MIDLAND-ODESSA 
CONSUMER 
SPENDABLE 
INCOME 
PER HOUSEHOLD 
$7,679.00 
RETAIL SALES 
PER HOUSEHOLD 
$4,599.00 
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Spot 


J. P. STEVENS & CO., INC. 
(Fletcher Richards, Calkins & 
Holden, Inc., N.Y.) 

Making its first entry into spot, this fabric 
firm—for its UTICA-MOHAWK sheets— 
is running a two-week promotion late next 
month in cooperation with local 
department stores in a small group of 
selected markets. Minutes in periods to 
reach women will be used. Liz 

Griffiths is the timebuyer. 


TRANSOGRAM, INC. 

(Mogul Williams & Saylor, Inc., 
N.Y.) 

With its “hot” items set for the fall 
pre-Christmas campaign, this toymaker is 
planning 13 weeks of spot in about 50 
major markets, intending to concentrate on 
the spot route while some major 
competitors crowd into network shows. 
Placements of minutes in kid programs on 
RACE-A-CAR, an $11.98 four-car action 
race game, and HUCKLE-CHUCK, a $7.98 
Huckleberry Hound ring-toss, beanbag 
throw and dart board combination, will 
start early in September and run 

through Dec. 17. Lynn Diamond is the 
timebuyer. 


U. S. BORAX & CHEMICAL CO. 
(McCann-Erickson, Inc., Los 
Angeles) 

Setting 26-week schedules in about 70 
markets at the first of the year, 20 MULE 
TEAM BORAX moved to drive toward 
fall with new placements of spots in 

85 markets and commercials on Death 
Valley Days in 130 markets. Both schedules 
are backed by NBC-TV network exposure 
in five daytime programs. Al Neely 

is the buying contact. 


VOLVO IMPORT 

(Sind & Sullivan, New York) 

A new account at this new agency, the 
Swedish automobiles entered tv for an 
initial push in Los Angeles at the end of 
May, using filmed minutes in a local 
newscast on KTTV. Currently in eight 
markets with other media, VOLVO plans 
to advertise in 24-30 by the end of 

the year, but has not determined how many 
areas will get tv. Jean Simpson is 

the buying contact. 


WILDROOT CO. 

Div. Colgate-Palmolive Co. 
(Ted Bates & Co., Inc., N.Y.) 

A new schedule on WILDROOT hair 
tonic got under way early this month 

in about 30 national markets, with day 
and night minutes and 20’s slated to run 
six to eight weeks. Mrs. Eileen Greer 

is the timebuyer. 


WOOLITE, INC. 

(Maxwell Sackheim-Franklin Bruck, 
Inc., N.Y.) 

Having re-entered spot at the first of the 
year, WOOLITE took a hiatus this 
spring, but returned at the first of the 
month to a couple of western markets 
in supplementary activity to its network 
exposure. The placements of afternoon 
and late night 20’s and 30’s will run 

the rest of the year, with an expanded 
drive in other areas possible this fall. 
Barbara Kumble is the buying contact. 


(Continued from page 63) 
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Features (Continued from page 52) 


that they will be shown in the right 
climate, without cuts, in a prime-time 
period—at least the best pictures such 
as Pride of the Yankees, Best Years 
of Our Lives and the Danny Kayes. 
It is a kind of gag in the trade that 
Mr. Goldwyn missed the boat two 
years ago when he could have gotten 
good prices for his films, and that 
they are now past their peak. But like 
similar attitudes astutely promulgated 
by the distributors as part of the cold 
war for cheap celluloid prices, this is 
undoubtedly false. To judge by prece- 
dents Mr. Goldwyn’s conditions will 
eventually be met. 

Added to the above are the foreign 
and independents, which have become 
increasingly important. Part of the 
reason for this stems from the fact 
that the major Hollywood studios are 
now turning out little more than 100 
films a year total. Someone has 
shown that it is virtually impossible 
for a major studio to turn out more 
than 14 box-office films a year and 
still make a profit. 


Change in Tastes 


But in examining the market for 
feature films in the U.S., by far the 
greater emphasis must be placed on 
changing tastes and a desire for films 
of a more adult character than most 
of the Hollywood product. With 
nearly a million Americans traveling 
abroad each year, with ensuing ex- 
posure to foreign films, and with the 
promotion that has accompanied the 
invasion of foreign films here at 
home, this development is only nor- 
mal. Perhaps even more important is 
the acceptance of foreign stars in 
A merica— Bardot, Lollobrigida, 
Maria Schell — and the so-called 
“international” stars — Alec Guin- 
ness, James Mason, Jack Hawkins, 
Dirk Bogarde, Peter Ustinov. The “in- 
ternational” film which has swept 
first the theatres is now doing the 
same thing on tv, proving again that 
popularity is easily transferrable from 
one medium to the other. 

In explaining the popularity of the 
foreign film in the U.S., the parallel 
is often drawn between the switch of 
Broadway to more adult themes when 























































challenged by the movies. So too the _— tempt to devise its own programming 
movies switched to more adult themes _in place of feature films, it would 
when challenged by tv. incur an overhead of the kind that 

But the introduction of more adult _few stations like even to think about. 
themes in the movies has further Conceivably, FCC chairman Newton 
decreased the future inventories of N. Minow’s admonitions about 
feature films for tv. For very few of | greater station responsibility and 
the new films—including award win- community and public-affairs pro- 
ners such as Butterfield 8, Room at gramming may give pause to some of 
the Top and The Apartment—will _ the stations who have been operating 
ever see the light of tv in their present “with one hand on the network 


form in most markets. This is, in a | switch and one hand on the projec- 
sense, regrettable. For it can certainly _ tor.” But any change will probably be 
be argued that a night might occa- made first in other areas of the 


sionally be set aside for “adult offending stations’ schedules, not in 
theatre,” if viewers can already see _ their most profitable department. Fea- 
such fare as the NBC Purex specials _ture films presently account for an 
for women and a play such as average of one out of three hours’ 
O’Neill’s The .Jceman Cometh. But programming on network affiliates, 
many station managers and some and three out of five hours on inde- 
influential persons at the networks _ pendents. 


cannot foresee any time when they Finally, note must be taken of the 
can lower the gate to such films on new attempt of the Westinghouse 
the home screen. Broadcasting Co. stations to find an 


Nor do the distributors of foreign alternative form of programming to 
films attempt to fly in the face oftradi- _ feature films— the PM-East and PM- 
tion by sending out unedited batches West hour-and-a-half. If it works, 
of adult fare to the stations. A major the company hopes to syndicate it to 
officer of one of the largest distribu- 
tors of foreign product has been 
quoted to the effect that he pre-selects 
and himself censors all his films to be 
sure that they conform with’ stand- 
ards of such organizations as the 
Legion of Decency. 


Profit Potential 


Part of the great popularity in 
foreign films comes from the fact that 
they are so much cheaper than 
American films. An asking price Ss 


might be only a few hundred dollars 


<=& 

in a small market, and even less. If | PLUG THE LEAKS 

he film i ff s | times, a | 

handsome profit can easily be made, | BEFORE YOU LAUNCH 
The profit potential of all feature 

films is, of course, why no one will 
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Before casting loose nationally, test new 
product commercials in the South Bend 
come out flatly and predict an end | market. And the quick, economical way 
of them even 10 years from now. A | to do it is with WSBT-TV. Tops in this 
mediocre film in New York, say, may 3-station market, WSBT-TV continually 
cost $15,000. A glance at a rate card | delivers 41% to 47% share of sets in use 
;.. reaches a market with $1.7 billion 


indicates that with the commercials Ree . 7 yew 
. buying income! Test with WSBT-TV. 


that can be tucked into two hours, 
the cost of the film can almost be | . 

made up in one showing, and easily | - WSBT-TV 
topped in two showings. The third | ' 

showing and any others are all pure | cme no nae 


gravy. 


Moreover, if a station were to at- | Poul H. Raymer, National Representative 
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100 other stations. It might work—28 
stations have signed—but it is un- 
likely 


enough audience away from the fea- 


that the program will get 


ture films and Jack Paar. Paar can’t 
go on forever, of course, and the 
supply of feature film is running out, 
but nevertheless the consensus holds 
that the WBC idea, fresh as it is, is at 
least two years premature. 

Another manner of answering fea- 
ture films fizzled on the launching 
pad last month when ABC-TV an- 
nounced that it had abandoned its 
scheme for routing re-runs of popular 
prime-time shows to affiliates. Adver- 
tising response was not what was 
hoped for, and the network was 
afraid of putting affiliates in an un- 
sound position. 

In discussing the above alternative 
forms of late-hour programming, a 
national consumer magazine put the 
situation of feature films on tv in the 
form of a question: what does the 
viewer want? There’s nothing wrong 
with that question, apart from the 
fact that it has been answered many 


years since. The viewer in a late hour 
will as a rule prefer a good feature 
film over most other fare. He will 
even prefer a second-rate feature film 
to most other fare. 

But whereas two and three years 
ago the viewer, once hooked into a 
feature film shortly after 11 p.m., 
used to be hooked for keeps, that 
does not always hold true today, and 
it will be even harder to hold him 
with second-rate film in the years 
ahead. 

In terms of this, the person who 
will lose most in the shifting scenery 
of tv feature films may also be the 
person who stands to gain most—the 
station manager. Those seriously in- 
terested in exercising their responsi- 
bility to their viewers—and they are 
in the overwhelming majority—will 
be finally free of much of the cheap 
but durable competition of low-budget 
feature films. With the worst of 
Hollywood rapidly disappearing from 
the channels, the margin for imagina- 
tive tv programming will continue to 
broaden. 











CBS-ABC 





IV 


Market-by-market comparisons prove 
the greater audience pull of KELO-tv SIOUX FALLS 
and its KELO-LAND booster hookups! 


35% greater than the highest rated Des Moines station. 
24% greater than the highest rated Duluth-Superior station. 
94% greater than the highest rated Fargo station. 

15% greater than the highest rated Omaha station. 


KELO-LAND is 103 counties in South Da- 


kota, Minn., lowa, Neb, and N. D. You get Source: 


it all with one buy, one film origination. 


KELO-LAND 


KELO-ty KDLO-ty KPLO-ty 
SIOUX FALLS; Aberdeen, Huron, Pierre, Valentine, 
and boosters Watertown Chamberiain 


JOE FLOYD, President @ Larry Bentson, Vice-Pres. 
In Minneapolis by Wayne Evans 


utlelerem Midcontinent Broadcasting Growp 


Represented nationally by HR @ 


ARB Market Report, Average Quarter- 
Hour Homes Reached 9 a.m. to Midnight 
7 Days a Week—March 1961. 


@ Evans Nord, Gen. Mgr. 





KELO-LAND/tv & radio Sioux Falls, S.D.; WLOL/am, fm Minneapolis-St. Paul; WKOW/am & tv Madison, 
Wis.; KSO Des Moines 
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Timebuyer (Continued from 43) 


peatedly cited by numerous media 
thoroughly 
that it leaves a buyer no time for 


men as so complex 
other pursuits, approximately twice 
as many respondents (66 per cent) 
stated they preferred all-media buy- 
ing to mere timebuying. As Charles 
Campbell, media director at Mac- 
Manus, John & Adams, put it, “The 
all-media buyer is in a better position 
to see how broadcast works in terms 
of marketing, creative platform and 
product needs. He is better equipped 
to talk to the client and work with 
the account group.” 


Other Opinions 


Media director Donald Leonard at 
Fuller & Smith & Ross, Inc., con- 
curred: “A well-rounded media man, 
who knows the relative quantity and 
quality of what he can purchase in 
all media, will purchase a specific 
medium more astutely. This is espe- 
cially true when evaluating the special 
qualities of one medium versus 
another, in order to make suggestions 
which have a flair and are creative.” 

On the other hand, Arthur Pardoll, 
associate media director of Foote, 
Cone & Belding, Inc., and timebuyer 
Janet Murphy of L. C. Gumbinner 


Advertising Agency, Inc., 


spoke up 


aan 


or the broadcast 


Pardoll’s 


ble for a buyer to do the most effec- 


specialist. Mr. 
statement: “It is not possi- 
tive job by diluting his effort among 
different media and several con- 
And from Miss Murphy: “A 


specialist . . . 


tacts.” 
is more easily reached 
by the reps, and he has a better 
chance of making the quick, knowl- 
edgeable decisions vital to a competi- 
tive product category.” 

Several respondents, unsuccessfully 
trying to pin a definition on the word 
“creativity” as applied to a_ time- 
buyer’s duties, frankly stated they 
believed the whole discussion was 
based on a myth, a straw man. The 
statement of an anonymous Chicago 
buyer aptly sums up their feelings: 
“The buyer damn well better have 
reasons rather than opinions. This is 
a business of logic, and numbers 
only go to aid logic.” 
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Cola (Continued from page 37) 


has advertised with variations on the 
idea of refreshment, it is often said 
that the product lacks a definite im- 
age. On the other hand, the ubiquitous 
nature of Coke may be image enough. 
Examples of the company’s thinking 
on this point may be found in some 
of their commercials and promotional 
efforts. The America Pauses specials 
did not have commercials in the usual 
sense. Any specific commercials con- 
sisted of just the one word “refresh- 
ing,” and throughout the shows were 
shots of Coke integrated naturally 
into the background. One promotion 
by the Chicago bottling company con- 
sists of an elementary science labora- 
tory project made available to 
schools, with all materials supplied 
“with the compliments of your local 
Coca-Cola bottler.” A film program 
of educational interest was also 
developed for the teen-age group, 
again including bottles of Coke subtly 
integrated into the background of the 
scenes, 


Clear-cut Campaigns 


Pepsi-Cola, seeking to become as 
all-pervading as Coke, has had 
throughout its advertising history a 
series of clear-cut campaigns designed 
to make a distinct impression on the 
public. Perhaps typical of Pepsi's 
determination is Mr. Lusterman’s de- 
scription of the strategy of the Loft 
candy company president, who first 
acquired the Pepsi-Cola trademark 
and formula in 1931: he elected to 
“employ every facility at his com- 
mand, any improvisation, any com- 
promise with orderly organization, 
the enlistment of dollars, friends and 
rundown trucks, toward the goal of 
the fastest possible distribution cover- 
age—nationally and locally in depth 
—so as to get maximum value from 
advertising.” 

Pepsi-Cola has come a long way 
since that early marketing barrage. 
In the 10 years between 1950 and 
1960 Pepsi sales have shot up from 
$38 million to $158 million, while the 
ratio of case sales in Coke’s favor has 
gone from five-and-a-half to one in 
1950 to two to one in 1960. 

The most dramatic change in 





William J. Hubbach (1.), general sales 


manager of KOMO-TV Seattle since 


1955, has been named manager for 
the Fisher Broadcasting Co., owner 
and operator of KOMO-Tv and of the 
new channel 2 station in Portland, 
Ore., which will begin operations in 
the fall. Succeeding Mr. Hubbach at 
KoMO-Tv is Maitland Jordan (r.), 
who joined the station in 1955 as na- 
tional sales manager and became sta- 
tion manager of KoMO Radio in 
1957. John Behnke has been ap- 
pointed to assume Mr. Jordan’s pre- 
vious position. 





Pepsi’s advertising, and consequently 
sales, came in 1950 when the Biow 
Co. changed the depression-era image 
of quantity, epitomized by “twice as 
much for a nickel too,” to the quality 
image of “the light refreshment.” 


Out of the Kitchen 


The purpose of this change was, as 
Alfred N. Steele, the late president of 
Pepsi-Cola, put it, to “get Pepsi out 
of the kitchen and into the living 
room.” The campaign was highly 
successful, upping Pepsi’s volume 131 
per cent in five years, and when 
Kenyon & Eckhardt landed the ac- 
count in 1956 the new slogan of 
“be sociable” headed a campaign 
similar to the previous one in that 
Mr. Steele was still pushing the 
beverage into the living room. The 
advertising, featuring elegant, sophis- 
ticated surroundings peopled by 
groups called “The Sociables,” ap- 
parently began to pall, however. As 
reported by Alvin Toffler, in a recent 
Fortune magazine article, “there was 
a feeling that Pepsi was out of the 
kitchen, but that by now it had over- 
shot the living room.” 


About a year after Mr. Steele’s | 


death, Pepsi-Cola moved its account 





to BBDO, and the agency opened its 
“think young” campaign. “Pepsi 
changes with the times,” commented 
Dick Sears. “During the depression 
it offered twice as much for your 
money; in the weight-conscious early 
*50s it offered the light refreshment; 
now it appeals to everyone’s desire to 
be young and fits in with the whole 
New Frontier feeling in America.” 


Thematic Problems 


There were several problems facing 
BBDO’s creative group in the pro- 
duction of the series of filmed com- 
mercials to demonstrate this theme. 
The song identified with the cam- 
paign was written to an already fa- 
miliar tune, Makin’ Whoopee, because 
the agency felt that something al- 
ready recognizable would tend to 
erase the “be sociable” song more 
quickly. There is also inference of 
change in “now it’s Pepsi, for those 
who think young,” which implies that 
while it may have been something 
else before, now it’s Pepsi. 

In order to carry out the idea of 
change, newness and youth, creative 
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supervisors Dick Mercer and Jack 
Goldsmith tried to stay away from 
the cliché of the situation-type com- 
mercial prevalent in beer and ciga- 
rette advertising. On the other hand, 
they did want to get across the idea 
that Pepsi belongs everywhere. “We 
didn’t want literal situations,” ex- 
plained Mr. Mercer, “but just a 
suggestion of the young, active life. 
We also wanted the most concentra- 
tion to be on the people with the 
product rather than on the back- 
ground. Our final result is aimed to 
entertain the viewer as well as inform 
him—we want to give him a return 
for his attention.” 

The solution for the commercials 
was found in a style which combines 
the look of reality and art. Irving 
Penn, the photographer, is co-director 
on the production, and his stylized 
photography, with sharp contrasts 
between light and dark, blurred and 
clear, creates an unusual counterpoint 
to the very natural people in the 
“They are quick-cut com- 
said Mr. Mercer, 


scenes, 


mercials,” “but not 


Get aboard the 
fastest growing 
market in Maine! 





WLBZ-TV’s market area includes: 


1. The county with the largest percent 
of family income increase in Maine 
(Penobscot . . . home county) 

2.Ten counties with a family income 
above the national average 


3.The wholesale and _ retail 
center for Eastern Maine 


4.An area with over % of a billion in 
spendable income 
ZERO in on Channel 2 and 
get “on target” with sales 


WLBZ-TV 2 


Eastern Maine's favorite channel 


Remember, a matching spot schedule 
on WCSH-TV in Portland saves 5% 


trading 
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frenetic—that is, we’re not afraid to 
hold a scene or to come in slowly on 
a close-up of the bottle or a girl’s 
face.” 

The music by Mitchell Ayres is 
somewhat stylized too, while still 
keeping the recognizable theme. The 
singer, Joanie Sommers, is considered 
“She’s 
said Mr. Sears admiringly, 


a real find by the agency. 
young,” 
“with a lot of enthusiasm, and at the 
same time she’s got a little smoke in 
her voice. People remember her.” 

Up until recently, Pepsi-Cola ad- 
vertisting has been aimed mainly at 
promoting home consumption, but 
now the gap between bottle sales of 
Pepsi and Coke has closed sufficiently 
so that this year there is an over-all 
push in the area of fountain sales. 
One-fourth of Pepsi’s television com- 
mercials is directed at fountain sales, 
using the slogan “there’s something 
In the past decade 
Pepsi-Cola increased its share of 


new at fountains.” 


fountain cola sales from three or four 
percent in 1950 to the current 18 or 
20 percent, said Mr. Lusterman, and 
the company expects a continuing 
growth in that area in the next few 
years. 


Fountain Leader 


Coca-Cola, on the other hand, is 
planning no particular concentration 
in advertising on fountain sales. Coke 
has always been the leader at foun- 
tains, either because most outlets 
handle only one brand, and Coke had 
the head start, or because many peo- 
ple tend to ask for a Coke at a 
fountain regardless of whether or 
not they drink it at home. 

In the face of Pepsi-Cola’s com- 
petitive and unusual approach in 
television, Coke not only has no 
definite network schedule other than 
ABC-TV’s Ozzie and Harriet for this 
year, but so far this season the local 
bottler has placed no spots at all in 
the New York market. 

Coca-Cola’s general conservatism is 
demonstrated by its lack of agency- 
hopping. The company moved to 
McCann-Erickson in 1955 after 50 
years with D’Arcy. The first advertis- 
ing campaign in 1957 and °58 under 
McCann took advantage of Coke’s 








ubiquity and concentrated on show- 
ing sophisticated people in all parts 
of the world drinking Coca-Cola. 
Unfortunately, the campaign was a 
failure, and Coke went back to the 
wholesome youth approach still seen 
in its advertising. 

Perhaps one of the few concessions 
that the company has made to 
Pepsi’s competition is a certain note 
in its themes indicating that it is not 
alone in the field. The “be really 
refreshed,” “that refreshing new feel- 
ing” and “zing” of the past few years 
are significant qualifications to “the 
pause that refreshes.” 


Content and Style 


Coca-Cola’s commercials are un- 


derstandably similar in _ content, 
, to Pepsi’s. Both 
are appealing to the same age group, 
and both have a product made to 


order for such situations as bowling, 


though not in style 


dancing, swimming and parties. How- 
Coke’s appear 
much more literal than Pepsi’s, and 


ever, commercials 
the concentration is as much on the 
background scenery as on the prod- 
uct. There are some exceptions, as 
in a fairly abstract commercial with 
the “zing” theme, and in the ID’s 
which are mainly concerned with how 
well Coke goes with food. 

Coca-Cola has traditionally been 
looked upon as the giant in the cola 
business, which makes up 60 per cent 
of the soft-drink market, but after its 
recognition of Pepsi-Cola as a real 
competitor in 1950 it has been forced 
to make some 
“king of the 
egy. Although 


deviations from its 


castle” marketing strat- 
have 
been admittedly small—variations on 
the refreshment theme and slightly 


different approaches in advertising— 


these changes 


the king is eying the opposition. 

With Pepsi-Cola making its biggest 
splash in network and spot television 
this year with a saturation campaign 
on both the national and local level, 
Coke’s next move should bear watch- 
ing. The very nature of television, its 
ability to reach so many people and 
its particular attraction for the teen- 
age group make it an _ especially 
potent vehicle for competition be- 
tween giants. 
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‘Front Page’ (Continued from 39) 








series of changes that have occurred 
in the past few years since the station 
was sold by its former owner, the 
Kansas City Star—changes that not 
only have moved the regular news- 
casts to the top-rated slot in the tri- 
station market, three times nightly 
and seven nights a week, but changes 
that have provided foundations for 
worth-while documentaries, interviews 
and similar programs in the public- 
affairs arena. Generally speaking, the 
changes have come about because 
hardworking newsmen of The Front 
Page school are at work; inwardly, 
however, they’ve come out of a phi- 
losophy of the broadcaster’s role in 
a one-newspaper market, the broad- 
caster’s duty to his market—and a 
healthy competitive spirit. 

Taking them one at a time, station 
manager Bill Bates spelled out wpar’s 
primary function: “To dispense in- 
formation on the local scene, and to 
interpret the national and interna- 
tional news so that it has meaning 
for the local viewer.” Walt Bodine 
carried it a step further: “In a one- 
paper town like this, it’s up to us to 
serve as a second newspaper—to dig 
up the stories the Star leaves un- 


touched, to present an opposition 
voice if need be.” 


Innumerable Scoops 


And, as to the competitive spirit, 
nearly any WDAF staffer can’t help 
smiling gleefully when mention is 
made of the innumerable times the 
station has beat its printed rival to 
a story. “It’s a result of the years 
the tv news department was virtually 
neglected under the paper’s owner- 
ship,” Walt Bodine exclaimed. “Here 
was a fat-and-sassy newspaper, alone 
in its market, putting out two thick 
editions daily, owning the first tv 
station on the air (1949) with an 
NBC affiliation. TV news had no 
photographs and was given only 
onion-skin copies of the AP ticker— 
if we walked to the paper’s building 
to pick it up. It’s no wonder that 
when we finally changed ownership, 
the news department broke loose. All 
the ideas that had been passed by 





Fred M. Thrower has been elected 
executive vice president of WPIX, 
Inc., New York. Previously vice presi- 
dent and general manager of the cor- 
poration, Mr. Thrower was also 
elected to the board of directors of 
KDAL, Inc., Duluth-Superior and re- 
elected a member of the board for 


WPIX, Inc., and WGN, Inc., Chicago. 





through the years because the Star 
was too involved with its print op- 
erations were given a chance. . . 
and most of them worked.” 

One “desperation move” that was 
put into effect under the paper’s 
ownership worked out so success- 
fully that it was reportedly copied 
later by a competitor in the market. 
“Because our newcasts were so light 
on photos and film,” says director 


Bodine, “we hit on the idea of using 


two-man reporting teams on camera. 
At least the two faces and voices, along 
with several different camera angles, 
gave us some variety on the screen 
—rather than one full-front an- 
nouncer reading 10 minutes of news.” 


The two-man operation, which woDaF | 


uses on its 6 p.m. and 10 p.m. 


programs, was first aired six months | 


before NBC-TV teamed Huntley- 
Brinkley. 


Accent on Writing 


Currently the station’s news depart- 


ment includes 15 people, eight of | 


whom regularly go on the air with 
reports. (Between 20 and 40 “string- 
ers” in a five-state area also furnish 
leads and Additionally, 
cameramen 


stories. ) 
everyone except the 
write. “We harp on good writing,” 
Walt Bodine says, “because there’s 
too little emphasis placed on it today. 





Too many stations want that on-the- 
air personality with the face and 
voice. We give staff applicants a 
writing audition as well as one on- 
camera, and look particularly for the 
curious reporter who enjoys his job. 
Some university students are taken on 
as reporters, but they don’t do any 
airwork for a couple of years.” 

Mr. Bodine’s philosophy—and that 
of 30-year news veteran Bill Griffith, 
who holds down the post of city 
editor at the station—is a simple one: 
“We look for the extra dimension to 
a story that the Star and the other 
stations won’t have.” 


Extra Dimensions 


Several cases in point; the recent 
astronaut flight, covered from ll 
angles by the networks, was “local- 
ized” on WDAF-TV by sound-on-film 
interviews with Kansas City school 
kids, barbers and other citizens on 
their reactions to the event; the start 
of school was covered one year from 
the viewpoint of a new teacher begin- 
ning her first year with a second- 
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DAIRY MONTH 


That’s June. Here and every- 
where. Because we are farm- 
ers, the best anywhere with 
abundant feed, we have fine 
dairy herds. So we celebrate 
June Dairy Month. This year 
we are in a big promotion 
sponsored by a number of 
dairies, elevators, cheese fac- 
tories, and creameries. In the 
promotion we are giving away 
a $900.00 fiberglass boat, a 
set of the Encyclopedia Brit- 
tanica and $1,500 in other 
prizes. The lowa Dairy Pro- 
moter, publication of the lowa 
Dairy Industry Commission, 
says: “KQTV and KVFD 
(that’s our sister radio sta- 
tion), are planning one of the 
state’s most explosive JDM 
promotion projects. They will 
team up in a month long dairy 
sales effort, being supported 
strongly by the entire indus- 
try in the area.” We got top 
billing on this with a two col- 
umn picture of some of us in 
the boat (made right here in 
Fort Dodge) in the 1.D.P. for 
May 1961. We can do an ex- 
plosive job for you too, among 
our friends, the farmers in 
this richest farm area in the 


world. 





National Representative: 


John E. Pearson TV 


New York, Chicago, Atlanta, 
Los Angeles, San Francisco, 


KQTV 


FORT DODGE, IOWA 
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grade class—and covered another 
year through the eyes of a retiring 
teacher moving into her final semes- 
ter. 

“We have to come up with a 
different approach,” said Ted Rice, 
cameraman, as he swung one of the 
station’s three mobile units through 
traffic. “In the midwest, particularly, 
the end of school marks the real be- 
ginning of summer, and the story is 
important. Here in Kansas City, 
school lets out a week later than in 
some of the neighboring towns. We 
filmed the suburban schools shutting 
a few days ago and had our story on 
first. The other station will have 
virtually identical stories a week 
later.” 

‘Citizen Survey’ 


A highly inexpensive device cre- 
ated by the wDAF news department 
to help “put news in terms of people” 
is its “citizen survey” computer. 
Looking somewhat like a small voting 
machine, complete with tiny windows 
and counting levers, the device is 
90-per-cent window dressing and 10- 
per-cent three small counters that 
total up yes, no and undecided tallies. 
“The unit fits into the window of 
any mobile cruiser,” said Walt 
Bodine. “We move around the streets 
and shopping centers, letting pas- 
sersby register their opinions. Later 
we report the result of our surveys 
on the air. Simple as the machine is, 
we hit the Kennedy election on the 
nose with our sample. We've used 
the survey dozens of times with ques- 
tions such as ‘do you think the city 
council is doing a good job?’ and 
generally get interesting and news- 
worthy results.” 

In the midwest tornado belt, 
weather news is of vital importance 
to the area’s viewers. WDAF sub- 
scribes to a private forecasting serv- 
ice to supplement the U.S. weather 
bureau’s reports. “It’s an extra ex- 
pense,” said the news chief, “but we 
get specific hour-by-hour information 
especially tuned to Kansas City and 
the surrounding communities. Be- 
cause the service is competing with 
the U.S. forecasts, it has to be highly 
accurate—which makes its cost rela- 
tively little.” 





Station manager Bill Bates noted 
that a large part of the operating 
budget goes to the news department, 
but that a look at the ratings—along 
with the market’s respect and de- 
pendence—justifies the investment. 
(As to those ratings, a recent ARB 
report for a typical Thursday gave 
the wDAF-TV 6 p.m. newscast an 18 
over a competitor's 10, and the 10 
p-m. newscast a 29 over competing 
stations’ 8 and 14. Similar patterns ap- 
pear throughout the week, often with 
the wpaF rating climbing sharply at 
10 p.m., while other stations drop 
despite sometimes stronger ratings 
during the 9:30-10 p.m. period.) 

In its physical equipment wDAF 
isn’t far ahead of outlets in other 
good-sized metropolitan markets. The 
station owns a Bell & Howell 16mm 
DL-70 hand camera, a_ converted 
Auricon Cinevoice with a 400’ capac- 
ity, magna amplifier and _ optical 
heads and the necessary powerpacks. 
Its cameramen own three Bell & 
Howell hand cameras and an Auricon 
optical-sound model. Only recently 
having begun shooting sound-on-film, 
the station has utilized a private 
laboratory for film processing, but 
currently is installing its own proces- 
sing equipment. 

Within the newsroom, city editor 
Bill Griffith is in constant touch with 
the mobile units through two-way 
radio, and additionally has on his 
desktop monitors on the local fire 
and police department radios, as well 
as the police departments of several 
nearby communities. 


Civic Cooperation 


“The monitors aren’t enough,” 
notes Walt Bodine. “You have to 
have the cooperation of police and 
fire dispatchers if a story breaks 
after the station is closed. Through 
recognition of the work the depart- 
ments do, we’ve managed to get this 
cooperation, and know we'll get a 
call at home if there’s a major event 
at night.” 

Among the department’s other 
physical assets are a morgue of biog- 
raphies and telop photos of major 
personalities on the local and national 
scene, a large weather map of the 
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station’s area (“If there are tornado 
or flood warnings,” Mr. Bodine says, 
“we move a camera right into the 
newsroom so that the latest reports 
off the teletype can be plotted and 
shown to viewers.”), both AP and 
UPI newspaper and radio wires and 
telop files of fire scenes, automobile 
wrecks and the like for use on holiday 
stories and similar illustrative pur- 
poses. Additionally the news director 
says increasing use is being made of 
the special NBC-TV daily news feed, 
“particularly of the feature material 
on week-ends that are generally light 


on news. 


No Blue Monday 


From a_ representative Monday 
morning, the “light news” situation 
appears to be one that seldom worries 
the woaF staff. Radio newscaster Bob 
Higby opens up the department at 
5 each morning, quickly checking an 
office report left by the last man to 
leave at sign-off a few hours earlier. 
A hospital check is begun—the first 
of five daily calls to the entire list— 
to determine the status of injured or 
convalescing patients. On this particu- 
lar morning, cameraman Sam Fee- 
back, a former wrestler whose mas- 
sive frame has been an asset to him 
in many difficult situations, moves 
out early in a mobile unit to investi- 
gate a police report of a shooting. 

In a second cruiser, Ted Rice 
drives through town to film the 
“graduation” exercises of the fire 
department’s water-rescue training 
program. (“It’s a feature that can be 
held a few days if need be,” says 
Walt Bodine, “to fill a slow spot.”) 
En route, a fire engine cutting around 
his car turns Ted Rice toward a mid- 
town fire where several awnings are 
flaming high up on a major office 
building. The cameraman arrives in 
time to shoot the flames, firemen 
climbing an extension ladder and the 
quick extinguishing of the burning 
canvas. From his car, he radios a 
report as he moves on to the water- 
logged graduation ceremony, giving 
wpaF Radio a clean beat on the 
competition a few minutes later. 


(Informed later that a still photog- 
rapher had offered the Kansas City 





Star photos of the flames, the fire- 
men’s efforts and the watching 
crowds, and had been told, “The 
Star doesn’t cover awning fires,” Mr. 
Bodine smiled and shook his head. 
“They make it awfully easy for us 
sometimes,” he said.) 

By noon, Ted Rice has filmed 
ground-breaking ceremonies for a 
new dormitory at a local college and 
Sam Feeback is airborne in a 
chartered plane to get footage of 
nearby flood waters. From the office, 
reporters Anne Shaffer and Ray 
James are covering a national PTA 
convention, police headquarters and 
a Grand Jury session. At their type- 
writers newscasters Chris Condon and 
Sam Stewart are beginning to whip 
the first probables for their 6 p.m. 
two-man report into shape. 

“It’s an unusually busy day,” Walt 
Bodine admits, “but the kind that we 
like. The hardest part of running a 
good operation is to keep the depart- 
ment stimulated. When there’s a lot 
happening, it’s easier; when not much 
is going on, you have to look for 
that new perspective.” 

In addition to preparing daily news 
shows for telecast at 12:20, 6, 10 p.m. 
and 12 midnight, along with the 
regular radio newscasts, the depart- 
ment recently ventured into the area 
of the half-hour special with How to 
Look at a Tornado. Aired at the start 
of the tornado season, the tape-and- 
film program mixed footage of storm 
havoc with tips on safety precautions 
and interviews with weather experts 
and “the man on the street.” 


Slice-of-Life News 


“Qn the drawing boards,” says 
Bob Wormington, assistant to the 
general manager, and in charge of 
television activities, “we have a 15- 
minute Friday-night news program 
that will take a closer look at the 
area, perhaps using a. slice-of-life 
technique. Another major project is a 
series of half-hours we want to do on 
the countries of the Far East. This 
developed from a local university’s 
invitation to the ambassadors of some 
nine countries to attend a seminar 
here. In Washington I secured the 
State Department’s cooperation— 
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A NEW DRINK called “The 
Delegate." Two of ‘em and 


vou're speaking from the 
floor! 
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"3 wtrf-tv Wheeling 
T. R. EFFIC! SIGN (at convention): ‘‘Ex- 
ecutives who have no secra- 
taries of their own may take 
advantage of the girls in our stenographic 
pool.” 
Whee'ing wirf-tv 
A DRUG STORE a house of pill repute? 


wtrf-tv Wheeling 
KAREN COED COMMENTS: “I! wonder what 
might have happened to American history if 
the British soldiers at Bunker Hill had had 
bloodshot eyes?" 


Wheeling wirf-tv 
WIFE: "Yes, dear, | wert to the doctor . . 
all he did was listen to my heart beat." 
HUSBAND: "I thought so, your chest has all 
the earmarks of a dirty quack.” 


wtrf-tv Wheeling 
SUNDAY SCHOOL TEACHER: “What must 
we do before we can expect forgiveness for 
our sins?’ 
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they’re even giving us Dean Rusk to 
appear on the programs.” 

“We haven't changed a thing since 
Mr. Minow’s speech,” 
Wormington. “Here’s the reason for 


says Mr. 


our activity, and that of stations 
across the country.” He picks up a 
copy of the Kansas City Star and 
leafs through it quickly. “Look,” he 
points out, “here’s a 32-page news- 
paper—with hardcore news on the 
first three pages, and the rest feature 
material, comics, ads. We can give 
more news than that in a 15-minute 
telecast. And think of this—80 of the 
first 100 markets have only a single 
newspaper. It’s up to television, now 
that it’s shown an increasing maturity 
and has earned the confidence of the 
viewer, to fill in the gaps in news- 
paper coverage.” 

But can a station afford to invest 
in public-service programming? “We 
think a good program can be sold. 
We had an offer from an insurance 
firm to sponsor the Tornado telecast, 
but turned it down on grounds of 
incompatibility between the subject 
matter and the client’s interests—as 
if they'd be using scare tactics to sell 
insurance. But the news department 
will work with the special-projects 
division and the program department 
on some hour-long shows we're 
thinking about for next fall. One will 
be about the unadoptable child; 
another is a music program tracing 
the evolution of Kansas City as a 
starting point for the jazz movement. 
There’s some advertiser interest in 
this series already.” 

Still in the area of public service 
is a weekly half-hour on Sunday 


afternoon called /nsight. While basic- 
ally an interview session, declares 
Walt Bodine, the program uses a two- 
man questioning team in conversa- 
tional style with such dignitaries as 
Martin Luther King, Dean Acheson, 
Stuart Symington, Robert Kennedy. 


Three-Year Run 


While generally third-rated in com- 
petition with feature films on the rival 
stations inthe market, /nsight has 
enjoyed a near-three-year run and 
reportedly provided the basis for a 
recent program entitled Jnquiry on 
another outlet. (wpaF facetiously 
talks of retaliating with two more 
shows—Inquest and Inquisition.) 

“Frankly,” news director Bodine 
states, “we welcome the competition. 
It’s not only good for the community, 
but it keeps us on our toes.” Glancing 
at the local paper, its front page 
looking like an edition of the 1880s, 
he continues, “we’ve got a good ex- 
ample here of what a lack of competi- 
tion can do to you.” 

In its efforts to keep ahead of the 
field—and, as 
points out, on some evenings the 
WDAF-TV 


Bob Wormington 


newscasts are not only 
higher rated than competing news 
programs, but are higher rated than 
any of the station’s entertainment 
programs—the WDAF news depart- 
ment puts in long, arduous hours. 

It’s a crew Walt Burns of that 
mythical Chicago Herald-Examiner 
would be proud to have working for 
him, just as some two million viewers 
within reach of the WDAF-TV-AM-FM 
signal are obviously glad to have the 
department working for their benefit. 


Dunnan & Jeffrey, Inc. 


730 Fifth Avenue 
New York 19, New York 
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BOOK REVIEW ... 


The Committed American 
Never the Twain, by Max Wylie. 
William Morrow & Co. 286 pages. 
$3.95 

A novel of great simplicity and 
force, Never the Twain has all of 
the elements of a first-rate adventure 
story—danger, intrigue and suspense 
—and all of the subtleties of an in- 
finitely complex love story. It is, as 
its title 
counters, or the lack of encounters, 


suggests, about the en- 
between east and west—specifically, 
between India and England in the 
early 1940s as seen through the eyes 
of a divided but committed Ameri- 
can, a professor at the University of 
Lahore. 

Author Max Wylie, now a program 
consultant at Lennen & Newell, Inc., 
began his career teaching the history 
of the English novel at India’s Pun- 
jab University. His new novel has 
the vividness of things known and 
loved and hated: the smells and 
sounds and sights of India. A mob 
scene, preceding the release from 
prison of Khan Mirza, Indian paci- 
fist leader: “Now Indians, instead of 
retreating, began to leap up onto the 
lorries themselves. The police beat 
them down with lathis, bamboo staffs 
loaded with lead. The lathis were six 
feet long. They whooshed through the 
air like whips. When they struck, 
they broke arms. You could hear the 
bone give. They broke heads. They 
splintered jaws, tore off ears and 
plowed eyes from their sockets.” 

Wild dogs and vultures in the 
streets, a rising generation of Indians 
seeking their freedom, a dying gen- 
eration of Englishmen seeking to 
Empire, imperialist 
Japanese on the border, all shape the 
attitudes of the American protagonist 


preserve the 


who admires the competence and 
dedication of the British, loves the 
fire and naturalness of the Indians. 
His engagement to Shonti, daughter 
of the dying Mohammedan pacifist 
leader, triggers a series of incidents 
which makes his ostensibly neutral 
position morally impossible. 

In a sense, Never the Twain is 
another about that 
abused figure, the American abroad, 


novel much- 








1. Procter & Gamble Co. ...$12,167,300 
2: Laver Baek Oa o. scacess 5,442,200 
3. General Foods Corp. ..... 4,801,500 
4. Colgate Palmolive Co. ... 4,156,500 
5. American Home Products . 2,587,700 
6. Miles Laboratories, Inc. .. 2,585,500 
7. Coca-Cola Co./Bottlers ... 2,545,300 
8. Bristol-Myers Co. ........ 2,483,000 
9. William Wrigley Jr. Co. .. 2,333,200 
10. Continental Baking Co. ... 2,251,600 
11. Standard Brands, Inc. .... 2,217,900 
12. International Latex Corp. . 2,033,800 
13. Lestoil Products, Inc. .... 2,000,900 
14. Hunt Foods & 

Industries, Inc. ........ 1,894,800 
BS. B. Caweed Ce. occ dass « 1,751,300 
16. Philip Morris, Inc. ...... 1,670,500 
17. Warner-Lambert Co. ..... 1,567,100 
OD. Ra EM awGiecasiccass 1,494,700 
19. Corn Products Co, ....... 1,473,700 
20. Nestle Co., Inc. ......... 1,458,400 
21. Avon Products, Inc. ..... 1,346,900 
Se. Peet CR wanes nacceen 1,256,600 
23. Pan-American Coffee 

Oe ree 1,254,500 


24. American Tobacco Co. ... 1,230,800 
25. Brown & Williamson Corp. 1,230,800 


26. J. A. Folger & Co. ...... 1,153,800 
27. Andrew Jergens Co. ...... 1,112,500 
28. Sterling Drug, Inc. ...... 1,092,600 
29. American Chicle Co. ..... 1,080,200 
ie ee eee 989,500 
31. Pepsi-Cola Co./Bottlers .. 937,700 


32. Campbell Soup Co. ...... 914,100 
33. Ford Motor Co. Dealers .. 898,000 
34. General Motors Corp. 


DONE > ccccuudacseaass 886,200 
35. Quaker Oats Co. ......... 864,300 
36. Richardson Merrell, Inc. . 823,200 
37. E. & J. Gallo Winery .... 814,900 
38. Anheuser-Busch, Inc. .... 788,200 
39. Maybelline Co. .......... 786,600 
ae le eee 748,200 
41. Canadian Breweries, Ltd. . 714,300 
42. Alberto-Culver Co. ...... 711,100 
43. Van Camp Sea Food 

0 are 705,100 


44. Food Manufacturers, Inc. . 699,400 
45. Falstaff Brewing Corp. ... 693,300 


46. R. J. Reynolds 

TROOD TU h6<kine sence 687,300 
47. Carter Products, Inc. .... 674,100 
48. Standard Oil Co. 

(New Jersey) ......... 657,400 
49. U. S. Borax & 

Chemical Corp. ........ 649,000 
Sh. Scott Paper’ GM. .. <6 ssc00- 644,900 


Source: TvB-Rorabaugh. 








Top 100 Spot Tv Advertisers: First Quarter 1961 


51. Welch Grape Juice Co., Inc. $637,400 
52. Hills Bros. Coffee, Inc. ... 616,600 


53. Pabst Brewing Co. ....... 610,500 
OA, Siememie Ga, oon cccccsccss 578,600 
55. Chock Full O’ Nuts Corp. 575,900 
Pe Cae Bae ce cecsescia 570,500 
57. Jos. Schlitz Brewing Co. . 567,700 
i YO § eee eee 561,800 
Se SN TO. aoviinascancn 555,600 


60. Chesebrough-Ponds, Inc. . 548,800 
61. General Electric Co. ..... 546,500 


G2. Sanfleem, Enc. «cic ccscs 534,500 
63. General Mills, Inc. ...... 533,000 
64. Pharma-Craft Co. ....... 515,400 
We ME RS can cakcwcctan 503,600 
66. United Vintners, Inc. ..... 491,900 


67. Phillips Petroleum Co. ... 480,700 
. National Federation of Cof- 

fee Growers of Columbia 459,800 
69. Consolidated Cigar Corp. . 451,500 
70. Great Atlantic & 

Pacific Tea Co. ........ 443,200 
1. National Biscuit Co. ..... 438,700 
2. John Morrell & Co. ...... 436,400 
3. Theo. Hamm Brewing Co. 434,700 
4. Liggett & Myers 


Tobacco Co, .........: 431,000 
75. Golden Press ............ 421,300 
ey eee 415,800 
77. Vic Tanny Enterprises, Inc. 409,900 
78. Atlantic Refining Co. .... 407,500 
79. Miller Brewing Co. ...... 406,900 
80. Standard Oil Co. (Ind.) . 405,300 


81. Ralston-Purina Co. ...... 396,000 
82. Grocery Store Products Co. 394,700 
83. Norwich Pharmacal Co. .. 394,400 
84. Hudson Pulp & Paper Co. 382,200 
Gh. Beetee, Bar. ...nactaccse 375,900 
86. DCA Food Industries, Inc. 372,300 


87. Hanes Hosiery, Inc. ...... 362,300 
88. Lehn & Fink Products 

EI iiswsnkead bean 357,000 
89. Greyhound Corp. ........ 352,700 
90. C. Schmidt & Sons, Inc. .. 341,100 
Sl. B. GC. Remedy Ca. ...s0< 339,400 


92. Chattanooga Medicine Co. 339,100 


93. American Motors Corp. 

ENO. c:cbc<s odbussees 337,200 
94. Peter Paul, Inc. ......... 325,700 
95. Studebaker-Packard Corp. . 325,300 
A CM vacnxsnansadicn 323,400 
97. Texize Chemicals, Inc. ... 319,000 
98. Safeway Stores, Inc. ..... 318,500 


99. Jack La Lanne Co. ...... 316,600 
100. National Dairy Products 
SUMS pick eee sEdaens 6 308,300 








whose innocence, whose naivete, 
whose crassness, have become an in- 
tegral part of the mythology of the 
20th century. But Mr. Wylie has not 
created a mythological figure; he 
has created a man whose innocence 
is Franciscan, whose naivete is whole- 


some, whose crassness is non-existent. 
He has created a discriminating, 
committed and utterly real person, 
and a novel of depth and perception. 
Mr. Wylie’s earlier books include 
Clear Channels, Hindu Heaven and 
Trouble in the Flesh. 


























































INTRODUCING THE NEW 


DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces * New 
appointments, newly decorated « 
New 21” color TV « FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Suites to $60 
Special rates by the month or lease 





Robert Sarason, General Manager 
ORegon 9-3900 
Teletype: NY 1-4295 


~~ with the 
"BIG CHEESE in Wisconsin 
Not only 34 million people 


eltLMManialiiiielammeaech 2; 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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Viewpoints (Continued from page 27) 


Mr. Pearl Barthwaite says, on account of pre- 
emptions, the schedules have become “an obstacle 
course.” And he says our “think” pieces are a waste 
of time, or “time-wasters,” to use his expression (a 
clever one). He says CBS’s Accent show is “thoroughly 
inept chatter about architecture,” that NBC’s Direct 
Line was a “pompous and self-serving talk by New 
York’s housing commissioner.” About the commercial 
aviation show on Twentieth Century he says it would 
be “better shown to ticket clerks.” Then this same 
Mr. Earl Pickwort of the Trib reports that ABC’s 
Issues and Answers was “a pap offering,” full of 
“quavering ambiguities set forth by the Secretary of 
the Air Force,” which surprised us and even surprised 
the Secretary, who had no idea. 

Well, you never know, Clarence. This same Marty 
Plywood of the Trib now knocks The Web, which is 
easy (though your aunt liked it), saying it is a “frothy 
and utterly meaningless action series.” But then this 
Bill Pillroll of the Trib, after knocking The Web, also 
knocks NBC for taking The Web off and putting on a 
special about the Alabama riots, where NBC camera- 
men were beaten up. 

“That’s very fine and instructive,” conceded Mr. 
Burl Pithroth of the Trib, “but there’s something 


grossly unfair, and even dangerously doublethink”— 
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this fellow is full of new phrases, Clarence, and you 
have to wipe your glasses—“about masquerading all 
these well-intentioned efforts under the sobriquet of 
public-service programming.” 

Well, let every man masquerade his own sobriquet 
if that’s what he wants, it’s a free country, but Mr. 
Merl Pfilthwrath has missed the main point of Mr. 
Minow and the “new” tv when he adds: “Not even a 
talk by Erich Fromm can make up for Dobie Gillis.” 

On the same page of the Trib with Mr. Buzz Phlit- 
forth is Miss Ann Griffith, who is furious with NBC 
for canceling One Happy Family for President Ken- 
nedy’s meeting with President de Gaulle. The very 
same morning she is furious all over again with NBC 
for canceling The Nation’s Future for the Kennedy 
meeting with Khruschev. 

So what do they want, Clarence, that is important 
enough to throw out Gillis or Happy Family? The 
H-bomb? Well, we are going to cover the H-bomb 
when we get to it, and we hope Mr. Phlintrock and 
his Griffin will be right there with us, setting down 
their thoughts how it would be better some other way. 
Pre-empt maybe Ed Sullivan? But it is hardly one 
we haven’t been over before, and so that is the reason 

why we never interfere with the critics and only let 
them interfere with themselves. We are out in the 
backyard hanging up the diapers while the critics are 
trying to find their toes.—GBR 





Furniture on Tv 


The number of furniture 
stores using television has vir- 
tually tripled since 1955, a sur- 
vey of National Retail Furniture 
Association members conducted 
by the NRFA in cooperation 
with the Television Bureau of 
Advertising reveals. Of 620 
NRFA members replying, 263 
stores, or 43 per cent, were tv 
users; 357 stores had never 
used the medium, but of this 
group 231 are located in cities 
which have no tv station. 

According to the survey, the 
average furniture store buying 
television puts 21 per cent of 
its ad budget into the medium; 
Sunday is the best day of the 
week to advertise on tv for 
this particular field; more 
stores use spot announcements 
than any other type of tv cam- 
paign; nighttime is the most 
popular period for selling fur- 
niture via both spot and pro- 
gram campaigns. 






















In the picture 


William R. Gillen has been appointed managing director of Batten, Barton, Durs- 
tine & Osborn, Ltd., the London office of BBDO International, it has been announced by 
Charles H. Brower, president of BBDO, Inc. Mr. Gillen, who was the first BBDO execu- 
tive to move overseas last year in the agency’s international expansion program, also is a 
director of BBDO, Ltd., and a vice president of the domestic network. Prior to his transfer 
he had served as an assistant to the president in New York. Mr. Gillen joined BBDO- 
Chicago in 1947 as an account and merchandising executive. He was named a vice presi- 
dent in 1954 and manager of the Chicago office in 1957. He transferred to New York in 
January of 1959. Before joining BBDO he had been advertising director for Chicago & 
Southern Airlines, Memphis, and a sales supervisor with Swift & Co. 








Herbert A. Arnold (|.) and John S. Bowen (r.) have been 
elected vice presidents of Benton & Bowles, Inc. Mr. Arnold, an 
account supervisor, came to the agency's media department in 
1955, became an account executive in 1957 and an account super- 
visor in 1960. Mr. Bowen joined B&B as an account executive in 
1959 and was made an account supervisor in 1960. Prior to this 
he was an account executive with McCann-Erickson. He received 
his B.A. at Yale and was with Procter & Gamble for a time aftet 
graduation. Mr. Arnold received his M.B.A. from the Harvard 


Business School and holds a B.A. from Penn State. 


Robert M. -Gray, advertising and sales-promotion manager for Esso Standard, has 
been named to the same post in the parent Humble Oil & Refining Co. (Five U. S. operating 
affiliates of Standard Oil Co. of New Jersey merged last year to form the new Humble 
company.) Mr. Gray had been manager of the advertising and sales-promotion division 
of Esso Standard Oil Co. and continued in that position with the Esso Standard division of 
Humble following the merger. He joined Esso 27 years ago, after service with BBDO in 
Chicago and New York, and has headed Esso advertising since 1944. He is a director an‘ 
former chairman of the Advertising Federation of America, a former director of the As- 
sociation of National Advertisers and the Direct Mail Advertising Association, former 
president of the Advertising Club of New York and a director of the Advertising Council. 





Anthony C. DePierro (1.), vice president in charge of media 
for Geyer, Morey, Madden & Ballard, Inc., and Stephen H. 
Hartshorn (r.), vice president and director of research, have 
been elected directors of the agency. Mr. DePierro was with 
GMME&B from 1948 to 1952 as vice president and media director. 
He then was with Lennen & Newell in the same post for seven 
years but rejoined GMM&B a year ago. Mr. Hartshorn, the 
agency’s research-department head since 1951, became a vice 
president in 1956. He came to the agency in 1944 from Tracy- 


Locke-Dawson, where he was research director. 

















Palmer L. Jenkins has joined Hicks & Greist, Inc., as a vice president, it has been 
announced by Charles V. Skoog Jr., president of the New York advertising agency. Mr. 
Jenkins was previously national sundries manager of McKesson & Robbins, Inc., with 
which company he was associated for 13 years. He started with that organization as an 
assistant to the company’s regional vice president, and became successively assistant sales 
manager of the McKesson & Robbins Chicago division, merchandise manager of the divi- 
sion, regional buyer supervisor and assistant sundries manager. His appointment to the 
post of national sundries manager of the company came in 1959. Mr. Jenkins graduated 


from Ohio State University with a Bachelor of Science degree in business administration. 
During World War II he served in the Navy with the rank of lieutenant, junior grade. 
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MICHIGAN’S 


UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 


INCLUDING a big chunk of the U. P, 
ond parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 





Les Biedermon 
General Moncger 


jonel representatives 


| 1 Rintoul & weConnell 


Network Representative Elisabeth Beckjorden 
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We got a bit of a turn the other 


| morning when we read a communi- 


cation from British Information 


| Services which said in big type: 


“BROADCASTING COMMITTEE 
HERE FROM BRITAIN INVESTI- 
GATING RADIO AND TV.” Gulp- 
ing, memories of the infallible Scot- 
land Yard misting our vision, we read 
on, sure that television indeed had 
its hands full this year. But it turned 


out that the committee is just study- 
| ing things for a general report on the 





future of broadcasting in England. 
To make sure, we checked the back- 
grounds of the members now in the 


| States. After that check we came to 


the conclusion, as we almost always 
do, that There'll Inevitably Be An 
England. The members and _ their 
backgrounds: 

Sir Harry Pilkington, chairman of 
the Pilkington Bros. Glassworks Co. 
and a director of the Bank of Eng- 
land. Most recently was chairman of 
the Royal Commission on Doctors’ 
and Dentists’ Pay. 

Dr. R. L. Smith-Rose, D.B.E., 
D.Sc., Ph.D., M.IE.E., a member of 
the executive committee of COSPAR 


(Committee on Space Research), 
president of URSI (International 


Scientific Radio Union). 

Mr. Elwyn Davies, secretary of the 
University of Wales and of the Uni- 
versity Press Board. 

Mrs. Elizabeth Whitley, wife of 
the minister of St. Giles’ Edinburgh. 
Mother of five children. Is vice chair- 
man of the Association of Girls’ 


Clubs and Mixed Clubs. 


* * * 


The following conversation, while 
it didn’t make the newspaper head- 
lines, reportedly took place recently 
in the office of the New York District 
A!torney: 

p.A.: Now, Frobisher, how could you 
get mixed up with those gamblers? 

FROBISHER: Well, gee, sir, | needed 
money to keep up the payments on 
my convertible. 


p.A.: But, son, you were in school on 
a full scholarship! 
FROBISHER: | know, but that only 


took care of my tuition, books and 

living expenses. 

D.A.: And you thought by shaving a 
few points, you could come out 
ahead? 

FROBISHER: That’s right. No one got 
hurt, did they? After all, our team 
won. 

p.A.: Yes, but you could have de- 
feated the other college by more 
points if you hadn’t missed the easy 
ones! 

FROBISHER: Yes, yes, you're right. 
(He breaks down, sobbing.) Oh, 
why did I do it? Why? Why? 

p.A.: | don’t know, son. I wish I did. 
You'll have to stand up now and 
face the music. 

FROBISHER: But . . . what if | swear 
never to cheat again? Won't that 
help? Won't it? Won't it? 

p.A.: I’m afraid not. Shaving points 
on GE’s College Quiz Bowl is a 
serious offense. 

FROBISHER: (standing tall): You're 
right, of course. Gosh, if I only 
hadn’t missed that question about 
Grant’s tomb, you might never 
have found out. 

* * * 

They were celebrating Soviet Radio 
Day early this month in Moscow— 
that’s the day, naturally, commemo- 
rating the invention of radio by that 
famed Russian, Marconiviski—when 
the chairman of the State Committee 


. for Broadcasting and Television made 


the startling announcement that the 
Soviet Union was far ahead of the 
U. S. in the number of tv sets in use. 

The Russians, according to Sergei 
V. Kaftanov, have more than five 
million sets. This country, he said, 
had only 15,000 sets in operation— 
in 1950. 

All right, Mr. Nielsen, Mr. Arbi- 
those 


tron, Mr. Pulse—analyze 


figures. 
* * * 

With re-runs filling the airwaves, 
one network executive reportedly sug- 
gested a real rating coup: “But every- 
body tuned in last summer—why 
can’t we re-run the Democratic Con- 
vention?” 
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z ee 7 Phyllis Diller adds her name to those 
of other stars who have appeared on 
‘ ANDY WILLIAMS e TREASURE CHEST. Inset: TREAS- 
eeoee @ s URE CHEST Host Jim Hutton. 
ee ee 


These are just a few of the stars who — within the period of a single month — appeared on KSTP-TV’s 
TREASURE CHEST SHOW (12:20-1:00 P.M., Monday thru Friday). 


Now in its fifth highly successful year, TREASURE CHEST is an audience-participation show complete 
with games, contests, prizes and, of course, guest appearances by the nation’s finest entertainers. 


Hosted by genial Jim Hutton, TREASURE CHEST attracts an average of 150 guests per day with many 
groups coming in from as far away as Wisconsin, Iowa and the Dakotas. 


Here’s an opportunity to put this proven-successful, star-studded show to work for you. Contact a KSTP- 
TV representative or your nearest Petry office for information on availabilities. 


KOT 


iin MINNEAPOLIS - ST. PAUL 
100,000 WATTS » NBC 
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A GOLD SEAL STATION 





The Original Station Representative 











I'll say this... 


“The Crosley Group's all-around know- 

how is especially important when dealing 
with a far reaching consumer product. Yes, 
the WLW Radio and TV Stations lighten and 
brighten any advertiser's bundle of wash!” 

/ 
Lim 1 
Broadcast Media Director, 


Sackel-Jackson Co. / Advertising Agency 
Boston, Mass. 


You can quote me... 


*‘We recommend the WLW Stations for adver- 

tising Lestoil Company’s LESTARE BLEACH 
because they eliminate the complexities of to- 
day’s time buying with their famous Crosley 
streamlined operation and complete cooperation.” 


Fe. Toker 


Vice President Media, 
Sackel-Jackson Co. / Advertising Agency 
Boston, Mass. 























